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ABSTRACT 
Since the late 1970s China has strived to build a globally competitive market economy 
based on a range of industry sectors, focusing on manufacturing and allied industries. By 
2014 the size of China’s economy is second only to that of the United States of America. 
A challenge in this context and situation—where economic growth is still a key area of 
policy focus for the government—is dealing with associated environmental matters and 
issues. By the turn of the 21st Century, environmental issues were receiving an 
unprecedented degree of attention from the Chinese Government, and one of the subsets 
of this issue is the concept of green marketing. A question arises regarding the 
possibilities of successful growing firms in China applying the concepts, principles and 
practices which embody green marketing within a rubric and context of sustained 
economic development. To gain a deep understanding of ways in which the concepts, 
applications and conditions of green marketing actually work in China, this research 
explores why firms in China go green and how they market their green products and 
services in China using an emic approach that emphasizes an indigenous, within culture 
perspective of firms’ behaviour in the Chinese context. Related to the research question 
this research explores a range of possible motivating factors and ascertains features of key 
influential stakeholders which might well influence firms’ green marketing approaches 
and practices in China. These firms are exceptional in the way they have addressed green 
marketing. The research undertaken seeks to identify ways in which these factors 
translate in marketing terms within a green marketing paradigm. Given that green 
marketing is arguably where economic development and environmental matters tend to 
interact and intersect within a market economy, this research provides insights to how 
sustainable Chinese firms deal with this complex and important issue. The use of a case 
study approach, across a range of industry sectors and in a variety of locations in China, 
provides depth and realism to this research.  
The result of this research contribute significantly to the understanding of how Chinese 
managers perceive ecological sustainability and expand firm stakeholder theory by 
identifying key influential stakeholders in proactive green decisions. The ways in which 
firms define and identify key influential stakeholders in their green decisions are 
influenced by resource dependency, the institutional power of the stakeholders, and 
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moderated by firm’s characteristics and life cycle stages. Firms operating in a strong 
government-driven setting derive four conceptual green motivations—philosophical and 
social responsibility, management of risk reduction, competition pressure, and special 
events— that offer insights on understanding firms’ green behaviours and green 
orientations in China. 
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CHAPTER 1 INTRODUCTION 
This research explores factors underlying firms’ pro-environmental behaviour, with an 
attempt to trace the extent and nature of marketing greenness in China. This chapter 
introduces the thesis and frames the study of why and how firms go green in China. This 
chapter provides the background and context of the study, discusses the increased 
awareness, interest and tension shown by Chinese government and firms, and highlights 
the purpose and importance of the research question in relation to these. The structure of 
the chapters that comprise this research is also provided.  
1.1 BACKGROUND 
Since the early eighties, implementing the open door policy, together with the World 
Trade Organization (WTO) commitment in 2001, China has experienced an economic 
boom unprecedented in its history at an average rate of over 9.8 per cent since the start of 
the economic reforms in 1978 (Lin, 2013). This unprecedented pace and scale of 
industrial growth has not only greatly improved the quality of life of 1.3 billion Chinese 
people, but also caused significant environmental risks for public and ecological health at 
the local, regional, and global levels (Stockholm Environmental Institute [SEI] & United 
Nation Development Programme [UNDP], 2002; World Bank, 2001). As reported in the 
1996–2004 China Statistics Yearbooks (National Bureau of Statistics [NBS], 2004), an 
awareness of associated environmental degradation has taken a long time to emerge in 
China (Ho, 2001; Head, 1995). China’s lack of environmental concern and sustainability 
management before the turn of the century is evident when compared with other countries 
(Xu & Pan, 2011; Shi & Zhang, 2006; Ho, 2001; Chen, 1998; Head, 1995; Ho, Ching, & 
Wang, 1994) 
As the condition of the environment continued to worsen, the Chinese government began 
to develop a system of environmental institutions, regulations, and programs in the wake 
of growing pollution since the 1970s (Warburton & Phathanothai, 2007; Ma & Ortolano, 
2000; Jahiel, 1998); some comprehensive laws on environmental protection like the 
Environment Protection Law have been in place. China’s accession to the World Trade 
Organization (WTO) in November, 2001, further accelerated integration with the global 
economic system, making China increasingly susceptible to international rules, norms and 
practices in the economic, social and even environmental arenas (Shi & Zhang, 2006). 
Environmental issues are receiving an unprecedented degree of attention from the 
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authorities and the public. Especially after President Hu Jintao and Premier Wen Jiabao 
came in office in 2003, environmental sustainability has been given a higher priority than 
ever in relation to, as well as in addition to, economic growth (Hu, 2005; Wen, 2004).  
In the Chinese media, the issue of environmental problems, controls and ways forward for 
China has also been a major area of discussion, highlighting government concern about 
this issue. The China Daily, for example, carries regular reports on the issue, such as the 
following from December 6th, 2005 when a conference was held in Beijing. It is reprinted 
at some length here as it conveys something of the flavour of discussions being held 
across China then and since. It also gives some idea of how seriously the issue of the 
environment, and its relationship to economic growth and sustainability in China, is being 
taken at a range of levels within government:  
Global warming, the exhausting of energy reserves and water supplies, pollution, insufficient 
land to support a growing population, abject poverty and uneven distribution of resources 
were identified as the world's major problems by delegates at China Daily's 21st CEO 
Roundtable. 
The event, with the theme of Sustainable Development in China and chaired by Dr Jane 
Goodall, was held on December 6 at the Grand Hyatt hotel in Beijing. Goodall, world-
renowned chimpanzee expert and UN Messenger for Peace, met with some thirty CEOs and 
leaders from multinational companies in major business sectors such as energy, petro-
chemicals, technology, cars, finance, strategy consulting, healthcare, NGOs and a special 
delegation from the Harvard School of Public Health.  
“Other countries have been through the same kind of problems that China is facing today,” 
said Goodall, citing examples in the UK and US. “China is so big and there are so many 
people so inevitably, environmental and other problems are going to be harder to tackle.”  
Two approaches 
“For the model of sustainable development to be really sustainable, you need two approaches: 
top-down and bottom-up,” said Professor Liu Yuanli, director of the China Initiative in the 
Department of Population and International Health of the Harvard School of Public Health.  
“Leadership is needed at the planning and policy level,” Liu added. He illustrated this with a 
story of how county government leadership in Hubei curbed deforestation by introducing 
methane as a cooking fuel to replace firewood, which stopped inhabitants from cutting down 
trees.  
3 
The role of the government  
Executive Editor of the China Daily CEO Roundtable, Alexander Wan, pointed out that the 
Chinese government is already working on sustainable development.  
“In China's 11th Five-Year Plan which is coming up in the country in a few weeks,” Wan 
reminded delegates, “there will be a continual emphasis from top state leadership on the 
development of a harmonious society, which is very relevant to what we are talking about 
here today. It is very much about applying scientific approaches to make use of natural and 
human resources for the long-term benefit of all people” (Wan & Lo, 2005, p. 1). 
The extract suggests an uneasy relationship between China’s need to grow its economy to 
develop an economic base in providing a sound standard of living for its citizens, and the 
environmental challenges and issues this poses at all levels of society. It is a theme which 
plays out almost daily across China in a range of forums; it is not a marginal issue at all.  
A review of research literature (see for example, Chan, 2001) suggests that as China’s 
increased movement towards the outside world and that increased environmental 
consciousness has evolved over time, associated concepts or issues of green marketing 
have also emerged. One popularly accepted feature of green marketing among Chinese 
academics represented in the literature is its being situated in relation to the concept of 
sustainable development, where the firms concerned are required to adopt a long-term 
view of their commercial activities. This is achieved by taking account of issues of social 
responsibility, protecting the environment and efficiently utilizing natural resources as the 
firms design, produce, market and provide after sales service products and services to 
meet consumers’ needs and demands as part of achieving a sustainable balance between 
consumption, production and social development (Si, 2002). There is now an emerging—
but small—body of literature on green marketing in China (see for example Li, 2007). 
This body of literature tends to focus on connotations and significances of green 
marketing, as part of analyses of green marketing theoretical bases and hurdles to its 
development in China. As well, this new research area focuses on the required counter-
measures and detailed procedures for green marketing, as a non-tariff hurdle for entry to 
international markets. As a result, in some ways the literature is rather restricted and 
lacking in detailed focus on the marketing process at the firm level.  
One useful study is that by Wong, Turner, and Stoneman (1996) who state that there are 
three main influences that determine the extent and rate of consumer adoption of green 
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products: consumer, supplier and government. In their study they represent firms as the 
suppliers of green products in the market, acting as the executors of the implementation 
of green marketing activities, and being educators of public consumer environmental 
awareness. 
He and Yu (2004) compare the driving forces of green marketing between developed 
countries and China and argue that the driving forces in China for green marketing should 
be what they refer to as dark green enterprises, rather than consumers. He and Yu propose 
the term dark green enterprise from Mintel’s (1991) classification of green consumerism, 
representing consumers (people who claim to seek out green goods actively) as dark 
green, and dark green enterprises as being those possessing a more ecologically sound 
awareness than other firms which engage in such issues. Dark green enterprises tend 
actively to promote ecological responses, as well as being willing to pay the price of 
environmental protection and associated courses of actions. Dark green enterprises 
mainly consist of firms in the environment industry and firms that exhibit genuine 
concern for the environment in China.  
The survey results of Chan (2001) indicate that Chinese consumers would like to see both 
the Chinese government and firms assume more responsibility for protecting the 
environment. This is a consumer orientation to the issue of green marketing in China and 
it is not an uncommon focus for it derives from core consumer behaviour theory and 
orientation (Polonsky & Rosenberger, 2001). 
There are two key strands of green marketing issues in the literature. Firstly, there is the 
consumer side, that is, how consumers in China perceive and understand (and value, for 
that matter) the concept of green marketing. Secondly, there is the issue of how firms in 
China perceive the concept, and how they deal with the whole concept of green marketing 
in a Chinese social and consumer context. The research outlined in this thesis derives 
from the second strand. It has as its focus firms’ perspectives in identifying two key 
issues: motivation factors (factors which motivate firms’ behaviour in regard to adopting 
ecologically sound practices, or in common language go green) and how this translates 
into practical marketing activities, strategies and approaches.  
The issue of green marketing is a crucial one, not only in an academic sense, but also 
within China in regard to how the country can continue to develop its economic and 
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social agenda. China’s economic base, since 1978, has been centred on manufacturing 
(for domestic and particular foreign markets). This has created real issues and tensions in 
regard to environmental performance given that, as stated above, the manufacturing 
industry is the most polluting sector in China. The question that then arises is whether 
Chinese firms, and the government, can somehow strike an appropriate, viable and 
sustainable balance between economic growth, manufacturing and an export-driven 
orientation on the one hand, and environmental issues (including green marketing in its 
widest sense) on the other. This is an issue of considerable debate and concern in China. 
It suggests that this research is both timely and potentially valuable as firms in China, and 
indeed, the government system, grapple with issues of how to turn China green, in a 
marketing sense. The researcher argues that there is no other country where the tension 
and associated set of issues between growth and environment are as striking as in China.  
1.2 SPECIFIC PURPOSE OF THIS RESEARCH 
Against such a background, this research is designed firstly to develop a better 
understanding of various motivating factors which might impact on Chinese firms’ green 
marketing attitudes, perceptions and behaviours. Secondly, this research is designed to 
show how these factors play out in relation to actual marketing activities, processes and 
strategies; in a nutshell, to evaluate how these motivating factors affect actual firm 
orientation in a specific marketing sense. The focus is not on the consumer side; it is on 
wider factors affecting behaviour and how firms respond to these factors and influences. 
Drawing on studies undertaken by Polonsky and Rosenberger (2001) and Prakash (2002), 
(who did not conduct their work in relation to China) this research can add to 
understanding how green marketing actually works at a firm level in China.  
In this research green marketing is defined as the strategies to promote products by 
employing environmental claims either about their attributes or about the systems, 
policies and processes of the firms that manufacture or sell them. It subsumes concepts of 
greening products as well as greening of firms (Prakash, 2002). Green products include 
both basic green products and extended green products; green firms refer to firms that 
have incorporated ecological variables to all the levels of internal activities and external 
activities related to them.  
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1.3 IMPORTANCE OF THE RESEARCH 
Research on green marketing as reviewed by Chamorro, Rubio, and Miranda (2009) 
indicates that most of the published research on green marketing has been done in 
developed countries. This is perhaps not surprising as green marketing as a concept, and 
as noted elsewhere in this chapter, is a relatively new dimension of marketing and 
business. Green marketing issues in developing countries, especially in emerging 
developing countries like China, are far less common than in developed countries 
(Chamorro et al., 2009). In growing economies such as China, a number of emerging 
issues are substantially new and different (Quer, Claver, & Rienda, 2007). In China, the 
concept, application and situation of green marketing is rather different from those of 
western developed countries (Quer et al., 2007). Indeed, from a theoretical standpoint, 
conceptual frameworks that have been developed for and within developed western 
countries may not fully incorporate influences of contextual variables as they appear in 
China. As Meyer (2006) suggests, theories are to be adapted to explain locally interesting 
phenomena and this research has drawn on this argument. Where there have been studies 
about green marketing in general Asian or particular Chinese contexts, the focus has very 
much been on aspects of consumer behaviour, particularly in Hong Kong and what may 
be considered as more westernized parts of China (Chan & Lau, 2000; Chan & Lau, 
2001; Chan, 1999; Yau & Yau, 1994). Another aspect of the studies has been the focus on 
environmental advertising (Chan & Lau, 2004; Chan, Leung & Wong, 2006; Hite & 
Fraser, 1988; Yin, 1999). A review of the literature indicates that relatively little attention 
has been paid to the wider and more overarching issues of examining the various factors 
which influence firm decision making behaviour in China in regard to their use of green 
marketing (that is go green), and how these firms might then apply these concepts to their 
marketing orientation within a Chinese context and situation. This is a major focus of the 
present research.  
The literature further suggests that while there is some evidence that Chinese firms are 
making increased use of some aspects of green marketing (State Environmental 
Protection Agency [SEPA], 2006), the factors influencing these decisions and how they 
actually operationalize the concepts of green marketing are not very clear. The researcher 
takes the position that such research is required in view of the reported differences 
between western and Chinese cultures in general (Tsui, Song, & Yang, 2007; Ralston, 
Gustafson, Cheung, & Terpstra, 1993; Bond & Forgas, 1984; Hofstede, 1980;) and the 
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growing economic importance of China and its role in the global green movement, not to 
mention the growing importance of green marketing globally, as a core and emerging area 
of marketing and social and economic change. Furthermore, there is no particular 
evidence emerging from the literature for the assumption that factors which may 
influence firm green marketing behaviour in the west might apply in the area of green 
marketing in China. Further, the researcher has not been able to identify any prior 
research that has sought inductively to define green motivations, key influential 
stakeholders, green marketing strategies using an exploratory emic approach 
(understanding culture from an insider’s perspective) in China. The researcher takes up 
this challenge in this research. 
Indeed, understanding the motives of Chinese firms to go green and how they market 
their green products is central for five reasons. Firstly, this understanding could assist 
management and practitioners to predict firms’ behaviours towards green marketing in 
China and indeed elsewhere in developing economies. Secondly, this understanding could 
make visible opportunities for policy makers to guide and direct firms to become 
ecologically sustainable organizations, allowing managers and policy makers to assess the 
efficacy of control policy and evaluation measures. Thirdly, the study provides a 
conceptual framework for a better understanding of green marketing in China. Fourthly, 
the study considers the key aspects—motivating factors, key influential stakeholders and 
marketing practices—in regard to green marketing which have not been studied in detail, 
at least within China. Finally, it may well be that some of those potentially motivating 
factors (such as government policy) may or may not play a different role than one would 
find in the west. 
1.4 RESEARCH QUESTION 
This research seeks to add to the body of knowledge of why and how firms go green in 
China by exploring the concepts of green, green marketing, green motivations, key 
influential stakeholders and green practices of firms in China using an emic approach that 
emphasizes an indigenous, within-culture perspective of firms’ behaviour in the Chinese 
context. To achieve this, the researcher uses a case study approach to explore the research 
question: 
Why firms in China go green and how they market their green products and 
services in China?  
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Inherent in this exploration for the first part of the research question is an understanding a 
number of issues in relation to the research question. These are the perceptions of green 
and green marketing by firms, key influential stakeholders in firms’ green decisions, 
firms’ motivation for adopting green initiatives (for the purpose of this research, the green 
initiatives include changes to the firms’ products, processes and management system) and 
the role of government in firms’ green development. The second part of the research 
question is how they market green. This relates to how the greening approach is adopted 
by firms and how firms’ marketing strategy and marketing practices are implemented. 
This research focuses on the role of the firm and its manager(s) in regard to how they 
perceive and deal with a range of motivating factors, key influential stakeholder issues, 
and specific marketing approaches and practices in China vis-à-vis green marketing. 
Addressing these issues makes a valuable and timely contribution to the green marketing 
literature. Specifically, the findings of this research serve to assist non-Chinese and 
Chinese firms, policy makers and regulatory bodies to understand the role of firms going 
green within the context of China. This is important because prior research has yet fully 
to appreciate the behaviours of firms seeking to go green in China, choosing, rather, to 
concentrate on consumers’ perspective to examine green issues.  
A deep understanding of how firm managers perceive what it means to go green, what 
motivates and shapes their attitude and decisions of firms’ green paths and how they 
identify the key influential stakeholders. This translates the different motivations into 
green strategies and provides insights on green motivation and stakeholders influences in 
relation to firms’ green behaviour in the growing market in China. Results on how firms 
market their green products and services in the Chinese context also makes an important 
practical contribution given the continued growth of the Chinese economy, and the 
growing dependence of the world on China reducing its carbon dioxide emissions in the 
context of global warming.  
1.5 RESEARCH APPROACH  
The principal interest of this research is to obtain a depth of understanding of how firms 
perceive and approach green marketing decisions and how they market their green 
products and services in China. The ultimate goal is to build a framework about Chinese 
firms’ green motivations and green pathways. 
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In order to investigate the research question, this research adopts an exploratory emic 
approach through case studies to achieve its aims. It is underpinned by a pragmatism 
paradigm and is conducted in two parts. The first part examines the perceived motivation 
factors and key influential stakeholders of Chinese firms as well as greening approaches 
taken by firms with a purpose to evaluate and adapt models built in the west better to 
explain the phenomena, in this case green motivation, in China. The second part focuses 
on the marketing strategies and practices of firms under examination.  
An exploratory emic approach is considered appropriate for the nature of this research, 
which helps build a framework about firms’ motivation and green behaviours from 
Chinese perspectives, rather than imposing a western theoretical framework and viewing 
the research question through western lens. Given the explorative and descriptive nature 
of this research, qualitative method in the form of case studies is seen as an appropriate 
way to investigate firms’ perceptions and motivations and possible actions so that a 
comprehensive view and knowledge of firms’ motivations and greening development 
orientation and application in the context of China may be generated. To address possible 
limitations and risks of misjudging data from a single case study, this research draws 
upon the principle of Yin’s (1994) multi-case design and adopts purposive sampling 
(Neuman, 2009). Each case selected is best suited to investigating the framework 
building; the sample cases were chosen by replication logic rather than sampling logic. 
The primary data for this research corresponds with the research question and were 
obtained using a number of data instruments. For the first part of this research on 
motivation factors and key influential stakeholder, in-depth semi-structured interviews 
were used to achieve an understanding of firms’ behaviour as this pertains to Chinese 
culture. The second part of the research is concerned with strategic approaches and 
marketing practices used by the firms being studied. To achieve this second objective, a 
survey questionnaire with a series of structured statements and questions was issued to 
the participants to clarify and enhance the understanding of the answers obtained in the 
interviews. The resulting interview and survey data was then interrogated by a 
triangulated qualitative analysis to understand why and how firms go green in China. The 
detailed justification of the research paradigm, methodology and method for this research 
are discussed in Chapter Three and Chapter Four.  
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1.6 THE CONTRIBUTION OF THIS RESEARCH 
As discussed earlier in this chapter, the uneasy relationship between the priorities of 
economic development and environmental sacrifice has generated increased attention 
from the Chinese government. This does not mean, though, that a society’s ability to 
identify and resolve environmental problems merely rests on government and legal 
frameworks. This research attempts to make visible firms’ motivations to go green in 
China in an attempt to refine a model that better explains and predicts firms’ green 
behaviours. Such a model has the potential to assist Chinese firms to become green 
marketing motivated and develop green marketing strategies and practices. This model 
may assist Chinese public policy makers to understand better how green marketing 
strategies and practices can be part of a total plan to implement more effective 
environmental policies. This model could then be adapted for researching other countries’ 
developing green marketing issues. 
Knowledge Claim: The research aims to contribute to firms’ behavioural knowledge on 
their preferred green strategy and marketing practices for green products and service in 
China.  
Knowledge Outcomes: It is anticipated that the outcomes from this research provides 
insights and understanding of perceived important stakeholders and factors in shaping 
managers’ decisions in relation to green marketing. It contributes to the knowledge base 
of firms and related stakeholders as they engage in green marketing in China. The lessons 
learnt and understanding gained from the research will provide insights to issues 
surrounding green marketing strategies and the marketing practices of green products and 
services in China. This research provides a basis for further in-depth studies into firms’ 
influences in green marketing. It is anticipated that firms that currently engage in green 
marketing or are interested in green marketing are able to draw upon this research to 
inform their marketing behaviours and practices. Further it is anticipated that the 
outcomes will particularly benefit public policy makers in relation to understanding better 
firms’ motivations in adopting environmental friendly policies and enhancing their ability 
in fostering the development of green marketing in China. 
 
11 
1.7 THE STRUCTURE OF THE THESIS 
The structure of this research is presented in the following: 
Chapter 1 – Introduction: provides the basis for this research as it outlines the research 
problem; highlights the research question to be addressed to resolve the problem; 
examines the research approach; justifies the method selected; and justifies the selection 
of the instruments for data collection for addressing the research question, the study 
outcomes and the implications of the outcomes for the research problem.  
Chapter 2 – Literature Review: provides an examination of the concepts of green 
marketing and research that has previously been done on the key themes of green 
marketing from firms’ perspectives such as motivations, stakeholder’s theory, Corporate 
Social Responsibility (CSR), greening approaches and green marketing practices is 
presented. These themes provide important background information to the firms’ 
motivations and greening pathways which is the focal point of the review. Drawing on 
existing knowledge and literature that relate to addressing the research question, gaps in 
the existing literature and knowledge are identified, as well as relevant data collection 
needed to address these gaps so as to address the research question. This chapter 
concludes by presenting a conceptual framework of integrating stakeholder theory, 
motivation theory and operations approaches and the implementation of marketing 
strategies using a traditional marketing mix as a guide to the study. 
Chapter 3 – Methodology and Method: provides a detailed research design. The 
researcher presents their world view and research paradigm, outlines the theoretical 
stance and rationale for adopting a qualitative approach. Pragmatism is discussed as being 
chosen on the basis of the researcher’s ontological and epistemological position which 
underpins the conduct of this research. Details of the research method, justification and 
data collection strategies are outlined and discussed. Assessment of the research design 
and limitations and ethical consideration are also discussed in this chapter.  
Chapter 4 – Going Green in China: A Case Study of Seven Firms: here the researcher 
introduces the seven cases studies. It details the justification of each selected case, a 
profile of each case in relation to the key features of the firm as drawn from literature is 
described. Each firm’s industry background and information are provided as well.  
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Chapter 5 – Findings: presents the findings from the analysis of the cases. It follows the 
framework as outlined in Chapter Two. A number of themes on the sub questions such as 
firms’ green motivations, key influential stakeholders and greening approaches, 
marketing strategies and practices have emerged from the interviews, survey 
questionnaires and other data as part of the cases studies. Each case study is written up in 
individual case descriptions which are included on a CD attached to this research. The 
prevailing motivations, key influential stakeholders, similarities and differences of 
greening approaches and marketing mixes across cases are also examined and presented 
in this chapter.  
Chapter 6 – Discussions and Analysis: the case analysis based on the findings of the cases 
studied in this research is provided in this chapter. It continues to follow the structure of 
the conceptual framework as outlined in Chapter Two and then moves to address the 
research question. Building on the findings from the seven cases in China and conclusions 
from the literature review, a modified model for detailed understanding of firms’ 
motivations, key influential stakeholders and green approaches in China is proposed. 
Chapter 7 – Conclusion and Recommendations: this concluding chapter recaptures the 
research background, research context, and knowledge gap related to the research 
question, then continues with the conclusions made from this research and pinpoints 
implications of firms’ prevailing drivers of green motivation, the resource-based view on 
stakeholders identification, and enviropreneurial marketing to tackle environment issues 
in a strong government-driven environment in China. In the concluding section, further 
research directions are recommended.  
1.8 SUMMARY 
This chapter provides an overview of the green movement in China and introduces the 
purpose of this research, discussing the significance of this research and its potential 
contribution to existing knowledge and literature on green marketing. The structure and 
contents of this research is also presented. Chapter Two examines the concepts of green 
marketing and research undertaken on the issues, both from the west and China, that are 
outlined in this chapter. The chapter then concludes with a conceptual framework to guide 
the research.  
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CHAPTER 2 LITERATURE REVIEW 
This chapter provides a context for this research and an overview of the evolution and 
development of green marketing. The major purpose of this chapter is to review available 
and relevant literature, related to firm’s green marketing motivations and green 
development that have an impact on the researcher’s topic of interest. The ultimate goal is 
to uncover what areas remain unexamined and gaps in knowledge centred on the 
examined topic.  
This review begins with an examination of current green marketing literature, particularly 
focusing on green motivation, stakeholders influencing going green and green marketing 
practices. A research framework is then developed and discussed in the context of the 
current study. The literature investigating green marketing encompasses a range of micro-
marketing and macro-marketing perspectives, with a series of specific orientations 
including: operation management, marketing ethics, ethics of consumption, Corporate 
Social Responsibility, sustainable consumption, consumer economics and policy, socially 
responsible investing, and materialism. This wide range of literature has been reviewed in 
this chapter because of the multidisciplinary nature of the research, and most of the green 
strategy literature focuses on literature with broader organizational strategy issues 
surrounding the firm from this multidisciplinary perspective. However, there is little 
research on the motivation, key influential stakeholders identification and practice of 
marketing green products or services, which is the focus of this proposed study. The 
literature review will amplify on this argument in detail, and then present a research 
framework that attempts to address this problem and enable empirical research to be 
conducted. The review also contains, near the end, a discussion of marketing concepts 
and practices, in the context of why a model such as the marketing mix has been used in 
this research as a conduit for analysis. In addition, the review is conducted not only to 
identify gaps in the literature and contribute to the body of existing knowledge on green 
marketing but also with the aim to increase the researcher’s own breadth and depth of 
expertise in this field of study.  
2.1 EVOLUTION AND CURRENT STATE OF GREEN MARKETING LITERATURE 
In the early 1970s researchers—mainly in the United States—began to undertake studies 
relating to marketing with an environment perspective (Fisk, 1974; Kassarjian, 1971; 
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Zikmund & Stanton, 1971). Such early studies on green marketing in the 1970s centred 
on the characteristics of environmentally conscious consumers. This body of work aimed 
to identify and determine the viability of environmentally conscious consumers as a 
market segment. Demographic, psychographic and personality variables were measured 
to profile the environmentally-conscious consumers (Kilbourne & Beckmann, 1998). 
Since then, research on green marketing has reflected the relationships between consumer 
attitudes and their behaviours, such as recycling, use of greener products and attitudes 
towards various types of pollution.  
The focus, emerging from consumer behaviour literature, has been on green marketing 
from a consumer orientation. The literature shows that by the early 1980s, focus had 
begun to shift to issues of energy conservation and various aspects of legislation such as 
packaging laws. The research during this period tended to reflect this larger macro focus, 
but still focused on aspects of consumer orientation vis-à-vis green marketing 
(Coddington, 1993; Ottman, 1993; Peattie, 1992; Polonsky & Mintu-Wimsatt, 1995). By 
the middle of 1990s, research on green marketing began to increase and expand the focus, 
with topics including individual consumer motivation and associated cooperative 
behaviour (Wiener & Doescher, 1994), strategic alliances (Milne, Easwar & Gooding-
Williams, 1996), more general environmental beliefs (Grunert-Beckmann & Kilbourne, 
1997) and institutional factors (Van Dam & Apeldoorn, 1996). These concepts were 
considered alongside more traditional topics such as recycling, conservation and green 
advertising topics. Research at present time focuses on a range of issues wider than those 
previously considered and adopts a more complex view of the nature of green marketing, 
encompassing a range of issues from micro and macro fields. (Kilbourne, 2004; 
Kilbourne & Beckmann, 1998). Anticipating the continually rising forces of consumerism 
and renewed sensitivity towards the environment and toward social consciousness in the 
global context, sustainability marketing or sustainability development are becoming 
mainstream concerns (Ottman, 2007; Hanas, 2007). 
As indicated by Chamorro, Rubio, and Miranda (2009), research undertaken on green 
marketing between 1993 and 2003 could be placed into five distinct categories: green 
consumerism, green communication, concepts and strategies, recycling behaviours; and 
macro-marketing. Green consumer and green communication were the dominant 
subtopics (27.03% and 25.22% of their total reviewed articles, respectively), followed by 
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concepts and strategy (18.92%). Under the green consumer subtopic, it is worth noting 
that only one article (Drumwright, 1994) analyses firms’ purchasing behaviour. All the 
other articles cited by Chamorro et al. (2009) tend to focus on the end consumer in one 
way or another as the unit of analysis. Similarly, their review of studies classified under 
the topic of green communications during this period indicates that up to 53.57% of the 
published articles were focused on consumers’ response to green advertising, which 
encompasses issues such as the efficacy of different advertising appeal vis-à-vis 
consumers’ attitudes, comprehension, scepticism or credibility. At the same time 31.14% 
of the articles reviewed were dedicated to the anatomy of green advertising, which aims 
at evaluating firms’ use of green claims. Under the concept and strategies categories with 
specific themes studied (for example, how, why and what the consequences are of 
introducing environmental aspects to the firm’s general marketing strategy or to different 
strategies of the marketing mix), the literature reviewed by Chamorro et al. (2009) shows 
that there are limited articles that analyze green product policy or distribution channels 
for green products. Specifically, Chamorro et al.’s (2009) review shows that there is only 
one article (Fuller, Allen, & Glaser, 1996) analyzing distribution problems in detail. The 
review results of Chamorro et al. (2009) indicate that research on firms’ behaviour 
towards green marketing has not attracted any significant attention from researchers. 
Wong et al. (1996) suggest that fully understanding the pattern of consumer spending for 
any given eco-friendly product requires an approach which marries at least three 
concepts—consumer orientation, supplier issues and government forces, including 
regulations, policies and strategic direction(s). Wong et al. (1996) advocate that a more 
complex approach should be adopted, as opposed to focusing on consumer behaviour 
aspects of green marketing. They broaden the discussion to include micro and macro 
aspects from a marketing orientation and perspective, suggesting that the processes 
involved in firms’ decision making (on the basis of the issues identified) could impact 
directly on how green marketing activities could be carried out, and implemented and 
indeed, on how consumers might react to such initiatives. A number of aspects of this 
issue can be noted here. Firstly, firms’ product policy and Research and Development 
(R&D) commitment could affect the availability of green products in the market in the 
first place. Secondly, firms could influence consumers’ spending through their marketing 
strategies and marketing practices. The combination of firms’ pricing, promotion and 
distribution could well determine, or at least influence to a significant degree, consumers’ 
16 
consumption patterns in relation to green products or services. Nonetheless, the whole 
issue of how firms make decisions and how this is transferred into actual product or 
service design and market positioning is far from well understood, again as noted by 
Chamorro et al. (2009). Research on firms’ decisions and behaviours towards green 
marketing in developing and non-western countries is even less represented in the 
literature (Saxena & Khandelwal, 2010).  
On the basis of this lack of representation in the literature and in the light of the gaps 
identified here, this research explores the motivations of firms in China to go green and 
how this translates into marketing positioning and approaches. The research question is 
concerned with how firms in China approach green marketing, in doing so identifying 
factors and reasons for firms to go green, and their green marketing practices in China. 
2.2 GREEN MARKETING DEFINITION  
With the evolution of green marketing, various terms describe relationships between 
marketing disciplines and the natural environment. Terms such as environmental, 
ecological, green, and sustainable have been used in the literature to describe similar 
activities: incorporating environmental considerations into corporate marketing 
(Chamorro et al., 2009). The green marketing concept emerges from social marketing 
(Kotler, 1999). It is an attempt to characterize a product as being environment friendly 
(eco-friendly). It represents the view that marketing which is a part of business not only 
has to satisfy customers, but also has to take into account the interests of society as well. 
Henion and Kinnear (1976) define ecological environmental marketing as ‘concerned 
with all marketing activities (a) that have served to help to cause environmental problems 
and (b) that may serve to provide a remedy for environmental problems’ (p.1). Here they 
are referring to the main relevance to marketing as the increasing amount of 
environmental regulation within the legal environment. Mintu and Lozada (1993) provide 
a definition of green marketing as ‘the application of marketing concepts and tools to 
facilitate exchanges that satisfy organizational and individual goals in such as a way that 
the preservation, protection, and conservation of the physical environment is upheld’ (p. 
2 ). Coddington (1993) describes green marketing as ‘marketing activities that recognize 
environment stewardship as a business development responsibility and business growth 
opportunities are what I mean by environmental marketing’ (p. 1 ). Charter and Polonsky 
(1999) state that green marketing is the marketing or promotion of a product, based on its 
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environmental performance or an improvement of it. Peattie and Crane (2005) suggest 
that all labels associated with marketing as representing processes of sustainability be 
considered as green marketing. Along with the fast growing interest and practices in 
recent years, green marketing is represented as sustainable development because of its 
multi-faceted nature (Crane, 2000). The World Commission on Environment and 
Development (that is, the Brundtland Commission) (1987) study contends that sustainable 
development is ‘development which meets the needs of the present without comprising 
the ability of future generations to meet their own needs’ (p. 8). Table 2.1 presents a 
selection of definitions of green and green marketing in the literature.  
An examination of different ways of addressing issues of green marketing by various 
authors shows that, despite the varying definitions of green marketing, its essential part is 
to integrate concepts of eco-environment protection with marketing principles and 
practices. The central core of discussions of green marketing represented in the literature 
is the unity of the stakeholders’ interests, which include consumers, society, the eco-
environment and firms, in firms’ marketing activities and operations.  
A review of previous research in China (see for example, Chan, 2001) suggests that as 
China’s increased involvement with the outside world and increased environmental 
consciousness evolved over time, associated concepts and issues of green marketing have 
also developed. One generally accepted definition of green marketing among Chinese 
academics is embedded in the concept of sustainability development. Firms concerned are 
required to adopt a long-term view of their commercial activities by taking account of 
issues of social responsibility, protecting the environment and efficiently utilizing natural 
resources. This is achieved by employing the marketing principles and tools to meet 
consumers’ needs and demands as part of achieving a sustainable balance between 
consumption, production and social development (Zhao, 2010; Xu & Han, 2007a; Si, 
2002; Tian, 2002; Kou, 2001; Wan, 2000; Gan, 1997).  
Given the above, this researcher adopts Prakash’s (2002) definition of green marketing. 
Prakash (2002) defines green marketing as strategies to promote products by employing 
environmental claims either about their attributes or the systems, policies and processes 
of the firms that manufacture or sell them. This suggests that green marketing is part and 
parcel of the overall corporate strategy (Menon & Menon, 1997). Given the research 
question is on why and how firms in China going green, this definition helps justify the 
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scope of this research. It links the strategy and marketing practices with firms’ greening 
levels and attributes, which enables the researcher to achieve a deep understanding of the 
motivation and nature of firms’ greenness and subsequently their marketing strategies and 
practices in China.  
Table 2.1 Selected definition of green and green marketing  
Green Terms  Definition Author(s) 
Green Refers to the idea, belief, behaviours, plans 
and various activities related to the eco-
environment protection. It symbolizes life, 
health and vitality, and implies the balance of 
nature and harmonious relationship between 
mankind and nature.  
Liu (2008) 
Social Marketing Refers narrowly to the design, 
implementation, and control of programs 
calculated to influence the acceptability of 
social ideas. 
Social marketing focuses on designing and 
implementing programs that increase the 
acceptability of a social idea, cause or practice 
in (a) target group(s). 
El-Ansary (1974) 
 
 
Kotler (1999) 
Societal 
Marketing 
Calls for customer orientation backed by 
integrated marketing aimed at generating 
customer satisfaction and long-run consumer 
welfare as the key to attaining long-run 
profitable volume. 
Refers to the incorporation of societal-based 
considerations in the design and 
implementation of marketing strategies. 
Kotler (1972) 
 
 
 
El-Ansary (1974) 
Corporate 
Societal 
Marketing 
Encompass marketing initiatives that have at 
least one non-economic objective related to 
social welfare and use the resources of the 
company and/or one of its partners. 
Drumwright and 
Murphy (2001) 
Green Marketing Marketing activities which attempt to reduce 
negative social and environmental impacts of 
existing products and production systems, and 
which promote less damaging products and 
service. 
Green marketing to refer to the strategies to 
promote products by employing 
environmental claims either about their 
attributes or about the systems, policies and 
processes of the firms that manufacture or sell 
them. 
Ottman, (1993) 
Peattie (1995, 
2001) 
 
 
Prakash (2002) 
 
 
 
Environmental 
Marketing 
Marketing activities that recognize 
environment stewardship as a business 
development responsibility and business 
Coddington (1993) 
 
Peattie (2001)  
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Green Terms  Definition Author(s) 
growth opportunities are what I mean by 
environmental marketing. 
Ecological 
Environmental 
Marketing 
Concerned with all marketing activities (a) 
that have served to help cause environmental 
problems and (b) that may serve to provide a 
remedy for environmental problems. 
Henion and 
Kinnear (1976) 
Fisk (1974) 
Sustainable 
Marketing 
A sustainable approach to consumption and 
production involves enjoying a material 
standard of living today, which is not at the 
expense of the standard of living of future 
generations. 
Fuller (1999) 
Peattie (2001) 
Enviropreneurial 
Marketing 
The process for formulating and implementing 
entrepreneurial and environmentally beneficial 
marketing activities with the goal of creating 
revenue by providing exchanges that satisfy a 
firm’s economic and social performance 
objectives.  
Varadarajan (1992) 
Menon & Menon 
(1997) 
2.3 BENEFITS AND CHALLENGES OF GREEN MARKETING TO FIRMS, THE 
ENVIRONMENT, AND SOCIETY IN GENERAL 
The literature on green marketing has identified various benefits of green marketing. The 
most commonly listed ones include better brand image and reputation among targeted 
customer segments (see for example Porter & Van der Linde, 1995; Laurance, 1991); 
better profitability and increased revenue due to better resource efficiency and financial 
savings-less input is used and less waste or pollution is produced (Polonsky & 
Rosenberger, 2001, Yudelson, 2007); source of competitive advantage resulting from 
differentiation (Simula, Lehtimaki & Salo, 2009; Iles, 2008; Ginsberg & Bloom, 2004; 
Peattie & Crane, 2005; Davis, 1991); and increased goodwill by doing more than 
legislation requires, as well as good management practice and responsiveness to social 
responsibility (Witepski, 2007; Ginsberg & Bloom, 2004; Peattie & Crane, 2005; 
Polonsky, 1994).  
Despite such benefits, green marketing is also subject to backlashes and setbacks. A 
scatter market approach creates expensive marketing costs or up-front investment costs, 
which discourages firms from going green (Kassaye, 2001). Firms that simply exploit a 
short-term opportunity or commit with minimal effort and overstating the benefits of 
greenness find results of losing confidence and trust of consumers. Rather than creating a 
competitive advantage, it often puts the firm at a competitive disadvantage in the market 
(Polonsky & Rosenberger, 2001). Further, green marketing is often not seen as a strategic 
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imperative but something that has to be done (Pujari, Wright & Peattie, 2003, Peattie, 
2001). The literature also indicates opposing views regarding the value of green 
marketing. Mathur and Mathur’s (2000) study suggests that green marketing activities are 
not valued by investors in general. While the existing literature in green marketing 
presents a blemished picture of green marketing, the canvassing of opportunities and 
challenges related to green marketing highlights the complex and interrelated nature of 
environmental issues associated with green marketing. 
2.4 MOTIVATION (REASONS TO GO GREEN) 
The literature on firms’ motivations to go green has identified regulatory compliance, 
competitive advantage, stakeholder pressures, ethical concerns, critical events and top 
management initiatives as motives for firms’ environmental initiatives (Bansal & Roth, 
2000; Ayuso, 2006; DiMaggio & Powell, 1983; Jiang & Bansal, 2003; Winn, 1995; 
Lynes & Dredge, 2006). Studies on Small and Medium Sized Enterprises (SMEs), 
particularly from the tourism sector, have also identified other motivations such as 
altruism, lifestyle, local society and civic attitude (Garay & Font, 2012, Dief & Font, 
2010; Bohdanowicz, 2006) to be partially responsive to firms’ green engagement. Of such 
motivations, legislative or regulatory compliance, competitiveness and ethical concerns 
have been broadly recognized as the three most important drivers of environmental 
strategy and practice and are referred to as the Corporate Ecological Response (CER) 
model (Bansal & Roth, 2000). Given this, the research adopts these three motivational 
drivers in a conceptual framework as preliminary to an exploration of firms’ motivations 
to go green in China. The result is a robust model of motives for Chinese firms and their 
impact on marketing strategies and practices being developed. 
Legislation and regulation suggests themselves as most obvious motivations for firms to 
take up green marketing practices. Firms in this situation either desire to improve the 
appropriateness of their actions within an established set of regulations, norms, values, or 
belief (Suchman, 1995), or government regulators threaten to or actually do impede a 
firm’s operations based on its environmental performance (Delmas & Toffel, 2004). The 
role of government regulators can be both as regulators through fines and legal execution 
and as facilitators by offering tax breaks and other assistance to reduce the costs 
associated with the adoption of green practices (Bansal, 2005; Delmas & Toffel, 2004; 
DiMaggio & Powell, 1983). According to Bansal and Roth (2000), the constituent focus 
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of business ecological regulation is that of various stakeholders, especially government 
(of various levels) and the local community. Firms motivated by legislation or regulation 
are focused on the stakeholders most influential in prescribing or articulating legitimacy 
concerns. This research takes the position that central issues emerge in relation to the 
stakeholders and their roles in ecologically sustainable legislation. Indeed, irrespective of 
what causes a firm to modify its environmental behaviours, to be effective their decisions 
must incorporate the expectations of all the relevant stakeholders.  
China has a different cultural and political economy from that of the west because of the 
totalitarian ideology of the Chinese Communist Party (Ralston et al., 1993). China is a 
country where the state plays a large role, which includes influencing industrial 
restructuring and investment in R&D. Some researchers have identified situations where, 
despite China’s excellent environmental laws, local governments have so far tended to 
ignore them because of the power of decentralization (Emmott, 2008; Enderle, 2001; 
Martens, 2006).  
China is in the process of rapid economic and political changes, so that institutions and 
institutional change appear to affect firm performance significantly (Li, 2004). The 
question then becomes one of how firms, especially small to medium sized firms, become 
motivated (or react) to address different levels of legislation in China. It is a question 
which is suggestive of an excellent research opportunity that may enrich the literature on 
this aspect of green motivation, taken up in this research.  
The literature suggests that competitiveness is another important motivation for firms to 
go green. Firms perceive green marketing to be an opportunity that can be used to achieve 
their economic objectives (Saxena & Khandelwal, 2010; Nilsson, Tuncer & Thidell, 
2004; Keller, 1987; Lawrence, 1991). Institutional researchers have argued that firms are 
more likely to mimic the environmentally responsive behaviour of their successful 
competitors (DiMaggio & Powell, 1983; Gugler & Shi, 2009). Yet despite various 
competitive benefits being identified in the literature, most of the competitive 
environments investigated by these researchers were confined to their western 
environments and there is no clear identification of where the competitive pressures come 
from.  
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China has achieved phenomenal economic growth since the earlier 1980s. Its economy in 
the last 30 years is mainly export-oriented and heavily replies on the overseas markets 
while non-tariff trade barriers in export markets have become serious issues for Chinese 
firms’ entry barriers (Zeng & Eastin, 2007; Shi & Zhang, 2006; Ye & Feng, 1998). Qian 
and Weingast (1997) provide a strong argument that cross-regional competition played a 
central role in the rise of Chinese economy since the economic reforms in 1978. Li (2004) 
also supports this argument that competition between regions has provided more 
incentives for the managers of state-owned companies and collectively-owned companies 
to lead to privatization and eventually to firms taking various possible initiatives, 
including green initiatives, to remain competitive. Little can be gleaned from the literature 
in relation to how these different levels of competition impact on firms’ green initiatives, 
nor to what depth, nor in relation to how and to what extent Chinese firms make green 
marketing decisions, promote products or process or service, nor maintain market 
competitiveness in the Chinese context because of the western focus of the studies. 
The literature suggests that compared with firms that are motivated by legislation and 
competitiveness, firms motivated by ethical responsibility take the position that they have 
a moral obligation to be more socially responsible and that it is the ‘right thing to do’ 
(Bansal & Roth, 2000; Davis, 1992; Freeman & Liedtka, 1991; Suchman, 1995). CSR is 
related to ethical and moral issues concerning business decisions and focus on complex 
issues such as environmental protection, health and safety at work, and relationships with 
communities from a broad perspective (Branco & Rodrigues, 2006). In order to gain 
social approval, firms motivated by CSR adopt voluntary strategies, which are often 
idealized, rather than rationalized, as the best course of action (Bansal & Roth, 2000). To 
put this motivation in the Chinese context generates a particularly Chinese form of 
dilemma. On one hand, the Chinese Daoist (often spelt as Taoist) brief emphasizes living 
in harmony with nature as a virtue (Wang & Juslin, 2009), sitting easily alongside the 
Confucian ethic that encourages the making of material sacrifices for the sake of future 
generations. On the other hand, it sits uneasily alongside the qualitative change that has 
occurred in the Chinese thinking about money in contemporary life. Money itself has 
been promoted as the life goal and a tendency of seeking money for money sake has 
begun to spread (Zhang, 2007). The social atmosphere in which money is deemed 
indispensable has further been enhanced because of the inevitable side-effects of 
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industrialization that affects all capitalistic societies, thus changing the value system in 
contemporary China (Tang, 2007). 
Furthermore, in contrast with the western view that public areas belong to everyone, the 
traditional Chinese belief is that they belong to nobody (Chen, 2003). Traditional Chinese 
culture promotes the view that individual actions are useless without active state 
leadership. The government is the guardian of public good (Martinsons, So, Tin, & Wong, 
1997; Li, 2006). The literature suggests that a question then arises: Would the managers 
in China think and act as modern entrepreneurs with global vision which is supposed to 
be encouraged by their philosophical heritage, or would they be influenced by currently 
materialistic interests and a short-term perspective? Or would there be yet other 
alternatives to consider on these issues? Chinese cultural values have yet to be fully 
explored in relation to the firms’ ethical responsibility, and this research aims to go some 
way towards achieving this. 
2.4.1 FIRM FEATURES/CHARACTERISTICS TO GOING GREEN 
Apart from the literature on firms’ motivation from social and economic environment 
perspectives, several authors have approached the green motivation question from the 
perspective of the characteristics of a firm to determine what factors may be considered 
instrumental in inducing that firm’s green initiatives. Some of these characteristics are 
related to internal firm features; for example, Joint-Venture firms are considered to hold 
higher standards of social and environmental responsibility than national firms because 
they are subject to additional pressure from stakeholders of foreign countries (Zeng & 
Eastin, 2007; Zygidopoulos, 2002). Others relate to general external business 
environments. Within the same industry, for example, firms may be subjected to different 
levels of institutional pressures. The visibility of leading firms subjects them to more 
pressure because of their market leadership position (Roberts, 2003; Rowley & Berman, 
2000). Firms with historically poor environmental records and reputation are subjected to 
more scrutiny by local communities and regulators. Gonzalez-Benito and Gonzalez-
Benito (2006) have examined various factors in relation to this and organized them into 
three categories: company features; external factors; and stakeholder pressures. Under the 
category of company features, five factors can be considered. They are company size, 
internationalization, position in the value chain, managerial attitude and motivations, and 
strategic attitude. Other variables relating to the general environment of the firm can be 
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put under the category of external factors. Two factors are considered in relation to 
external factors: industry sector and geographical locations. The third category is 
stakeholder pressure, a fundamental and central one that impacts on all the others 
(Gonzalez-Benito & Gonzalez-Benito, 2006). These factors provide an overview of 
drivers for firms’ green initiatives.  
The position taken in this research is that the factors as identified by Gonzalez-Benito and 
Gonzalez-Benito (2006) may or may not fully explain the motivation of firms in China, 
but they are used as a basis for the selection of each case for the study and discussion of 
motivation drivers. While acknowledging the contribution of the generic drivers 
identified in the literature, this research argues that there is a need to develop a clearer 
understanding of firms’ motivations for going green related to the context and features of 
firms in China, which will be discussed further in Section 2.8 on the unique features of 
Chinese firms.  
2.5 A STAKEHOLDER MANAGEMENT APPROACH TO GREEN MARKETING 
Stakeholders are those individuals and groups that can affect a firm’s performance or are 
affected by a firm’s actions (Freeman, 1984). A ‘stakeholder approach’ is vital for the 
development of appropriate and holistic green philosophy, strategies, policies and 
corporate rebranding (Miller & Merrilees, 2013; Merrilees, 2005; Polonsky & Ottman, 
1998). Green marketing strategy has been studied from the perspective of stakeholder 
management (Rivera-Camino, 2007). From this perspective, firms are under growing 
environmental pressures from different stakeholder groups such as customers, 
governments and shareholders (Rivera-Camino, 2012; Berry & Rondineline, 1998).  
The environmental and marketing literature recognizes the need to address the interests of 
a wide diversity of relevant stakeholders (Rivera-Camino, 2007; Delmas, & Teffel, 2004; 
Garrod, 1997; Polonsky, 1995). Yet perceptions of stakeholder pressures could vary 
depending on management’s commitment to environmental issues (Delmas, & Teffel, 
2004; Buysse & Verbeke, 2003; Henriques & Sadorsky, 1999). The literature indicates 
that stakeholders influence firms’ green behaviours and practices but it is a complex task 
to identify and manage a wide range of stakeholders in marketing strategy formulation 
and implementation (Polonsky and Ottman, 1998; Bunn, Savage & Holloway, 2002). 
Generic classification of stakeholders assumes that there are groups of stakeholders 
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common to all organizations. Greenley and Foxall (1996), for example, identify five 
groups of stakeholders: consumers, competitors, employees, shareholders and unions. 
Henriques and Sadorsky (1999) propose four main stakeholders: organizations, 
communities, regulations, and the media. Clarkson (1995) further distinguishes between 
primary stakeholder and secondary stakeholder groups. Primary stakeholders are those 
whose participation and support is critical for the firm’s survival (for example, customers, 
suppliers and regulations), and secondary stakeholders are those who interact with the 
firm in less direct ways such as the media, non-government organizations, social groups 
and other stakeholders who can be termed as indirect. This categorization is a variation on 
micro and macro themes in marketing.  
Direct (or primary) stakeholders can have impact, power and involvement with firms, and 
on that basis may have a strong say on issues associated with green marketing, but even 
this is not so clear in China. At the same time, secondary stakeholders tend to have a less 
direct and immediate impact on firms but may in some cases, such as the media and 
government (when dealing with broad macro policy), set the framework under which 
firms might respond to green pressures. The link between direct and indirect stakeholders 
can also be elusive as well. If the firms’ operating environment changes via government 
policy, media influence and other indirect influences, for example, then direct 
stakeholders might also change their view about how firms should react, and this would 
affect firms’ performance in relation to their green marketing initiatives. Indeed the role 
of direct and indirect stakeholders in relation to firms’ decisions in a green marketing 
context remains elusive to say the least. In contrast, relative clarification exists when 
distinguishing stakeholders in relation to specific organizations and specific stakes in 
those organizations (Freeman, 1984; Mitchell, Agle & Wood, 1997). Hoffman (2001) 
identifies a subset of institutional actors and argues they are most likely directly to 
influence environmental practices at the plant level: governments, customers, competitors, 
community and environmental interest groups, and industry associations. 
Freeman (1984) and Pfeffer (1982) argue that stakeholders are dynamic and that the 
stakeholders and their stakes change over time, depending on the specific strategies issues 
and the level of the firms’ market orientation (Jaworski & Kohli, 1993). The underlying 
arguments of such positions are that firms are unable to satisfy the interests of all 
stakeholders because of restricted resources and capabilities (Hart, 1995). The resource 
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dependence theory (RDT) (Pfeffer & Salancik, 1978) suggests that power accrues to 
those who control resources needed by the organization, creating power differentials 
among parties (Pfeffer, 1982). Building on the combination of resource dependence 
theory and organizational life cycle theory (OLC) (Smith, Mitchell, & Summer, 1985; 
Quinn & Cameron, 1983; Greiner, 1972), Jawahar and McLaughlin (2001) argue that 
stakeholders would vary across different life stages of a firm. The presumption of these 
OLC researchers is that all firms go through a life cycle composed of roughly the same 
four stages: start-up, emerging growth, maturity, and decline/transition. When varying 
with different strategic priorities and resources requirements at each stage of the firm’s 
life cycle, then the perception and prioritization of stakeholders change over time. In 
general the way in which managers and firms recognize the role of stakeholders in this 
research is related to the business management perspective.  
In relation to the marketing literature, two perspectives of stakeholder identification are 
offered. One perspective is suggested by Maignan and Ferrell (2004), who argue that 
customers and marketing channel members are the two main groups of stakeholders. 
Their position is built on the traditional marketing view that consumers and competitors 
are important to marketing strategies and actions. The second perspective represented by 
Polonsky (1995, 1996) and Gummesson (1999) is broader, suggesting that all stakeholder 
needs are to be accounted for in the strategy process (Polonsky, 1996; Thomlison, 1992). 
Specifically from the green marketing perspective, Polonsky (1995) applies the 
stakeholder theory to design green marketing strategy decisions and focuses on twelve 
groups of stakeholders. They are consumers, competitors, courts and legal system, 
employees, financial institutions, the general public, government, interest groups, the 
media, owners, the scientific community and suppliers or channels.  
The way in which managers define and identify stakeholders is an important question in 
the business and organizational literature (Rowley, 1997). The literature on exactly who 
the key stakeholders are in China that influence firms’ green initiatives and motivations 
and their green marketing behaviours is limited and a broad assessment has yet to appear. 
Considering the novel nature of green marketing in non-western and developing countries, 
some stakeholders such as consumers, employees and social groups around the firms may 
not be fully aware or possess the knowledge associated with environmental problems, or 
be unable to advocate or exert as much social and economic pressure on firms as their 
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counterparts do in the developed countries (Blackman, 2008; Gugler & Shi, 2009; 
Martens, 2006; Fryxell, Wilmshurts, & Sinclair, 2004; Chan & Lau, 2001). Given that 
stakeholder management is fundamentally a pragmatic concept (Donaldson, 1999), this 
researcher adopts the broader perspective of stakeholder management approach as 
suggested by Polonsky (1995), drawing on this to inform the analysis of ways in which 
managers in China identify key stakeholders, what their motivations to go green are, and 
how they formulate and implement green marketing throughout the organization from 
firms’ perspectives to address this gap. In relation to the key influential stakeholders, the 
researcher adopts Salam and Noguchi’s (2006) definition that key influential stakeholders 
are those who can significantly influence, or are important to the success of the project. 
2.6 GREEN APPROACHES AND STRATEGY  
A review of literature on environmental strategy of firms indicates that there is really no 
consensus on approach to greening on the basis of the characteristics of the firm (such as 
its size, environmental impact, technology, international reach, position in the value 
chain). Earlier studies reveal the environmental strategy of firms as developed primarily 
with a strategic management focus that emphasizes operations functions, with marketing 
functions included in some cases (Miles & Snow, 1978; Carroll, 1979; Wartick & 
Cochrane, 1985; Winn & Angell, 2000; Isaak, 2002).  
There is a scarcity of literature that focuses on marketing function only. Nevertheless, one 
of the driving forces for a firm engaging in green is the perception of opportunities and 
expectations of improving the competitiveness of a firm. Accordingly, firms will pay 
attention to focusing on securing resources and developing environmental friendly 
competencies to address the challenges of natural environmental constraints (Cairncross, 
1990). Zollo and Winter (2002) point out that innovations which have heterogeneous 
value can lead to sustainable competitive advantage, while homogenously valuable 
innovations spread rapidly and thus create only temporary competitive advantage for the 
innovator (Barney, 1986; Greve, 2009). Given this, there are researchers (see for example 
Menon & Menon, 1997; Paulraj, 2009) who suggest firms’ marketing strategy is to reflect 
characteristics of entrepreneurship, social responsibility and environmental commitment, 
which indicate their ability to address challenges associated with environmental 
management (Menguc & Ozanne, 2005). From this perspective, Ireland, Hitt, Camp, and 
Sexton (2001) argue that entrepreneurship is the key component of environmental 
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orientation as it provides firms with required resources to exploit green opportunities 
successfully and initiate pre-emptive actions. Their argument is consistent with Menon 
and Menon’s (1997) view of enviopreneurial marketing (EM), which adopts an 
entrepreneurial orientation in formulating and implementing environmentally friendly 
marketing activities, with the goal of creating revenue by providing exchanges that satisfy 
a firm’s economic and social performance objectives (p. 54). At the same time, there are 
findings reporting a firm’s propensity to take calculated risk and pursue proactive as well 
as innovative initiatives under entrepreneurial orientation (Greve, 2009; Covin & Slevin, 
2002; Menon & Menon, 1997). Peattie and Crane (2005) discussed two types of EM: 
boutique enviropreneur marketing and corporate enviropreneur marketing. While the 
boutique enviropreneur marketing involves marketing of innovative green products by 
small start-ups firms that only produce green products, corporate enviropreneur marketing 
by contrast occurs within large firms that produce many non-green products as well as 
green brands.  
In relation to competitiveness, the creation of competitive advantage demands diffusion, 
that is, innovations need to be adopted by consumers. Quite often technology-intensive 
green innovations fulfil the above conditions; innovations tend to spread slowly and they 
are adopted rapidly by firms characterized by high technological capabilities (Dewar & 
Dutton, 1986; Gort & Klepper, 1982). The early adopters may obtain a cumulative 
advantage by making additional adoptions before competitors have made their first 
adoption on new technology (Greve, 2011). This suggests that firms that are committed to 
protection of the environment are to adopt policies and practices that are supportive of 
such a view and allocate necessary resources accordingly (Henriques & Sadorsky, 1999). 
This statement is emphasized and classified as strategic attitude by Gonzalez-Benito and 
Gonzalez-Benito (2006) in their evaluation of factors influencing firms going green.  
From a specifically green marketing focus, Menon and Menon (1997) have identified 
three levels of so called enviropreneurial green marketing activities that could occur in a 
firm, including the level of function or tactics in marketing, the level of quasi-strategic (or 
business-strategic) strategies in marketing, and strategic levels of marketing. According to 
these authors, tactical actions are typically characterized by functional decisions that aim 
to achieve specific marketing or operations objectives dictated by the economic or 
financial situation. Quasi-strategic actions normally require more substantive changes in 
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marketing activities, but in general there is still a lack of uniform efforts across the firm 
with the managerial orientation to achieving competitive advantages in the market place. 
Strategic greening requires a holistic approach, which integrates the eco-mindset with all 
actions of the firm across all functional areas. These three levels can be called greening 
typologies and are used to identify the amount of change a firm requires and may reflect 
the degree of commitment to various environmental objectives (Polonsky & Rosenberger 
2001). In similar vein, Chamorro and Banegil (2005) adopt Kotler’s (1995) model on the 
levels of green product and distinguish three levels of green marketing approaches. In 
relation to basic green product, the firm only takes into account the characteristics of the 
product in the use or consumption and post-consumption stages. In relation to extended 
green product, the ecological attributes are also considered in the manufacturing process. 
Total green product (or green offer) occurs when the ecological variable has been 
incorporated in all the internal activities of the firm (e.g. finance, purchasing, human 
resources) and the environmental behaviours of the organizations are interrelated with the 
firm.  
In general, these approaches reflect a normative perspective, with Chamorro and 
Banegil’s (2005) approach more of a business-to-consumer focus and from a product 
management point of view, and Menon and Menon’s (1997) approach more business 
management oriented. Given that empirical standpoints on firms’ green marketing 
approaches in China is unclear in the literature representations of it, and the nature of this 
research encompasses firms from different sectors, industries and varied exposure to 
consumer markets, this research addresses this gap by integrating both approaches and 
operationalizing the labelling of the three levels of greening activities as Prakash (2002) 
portrays them. These are as greening products, value-addition process and green 
management system or philosophy respectively, but the use of these terms is for 
theoretical conceptualization only. Given that this research is focused on firms’ green 
motivation and green operationalization paths, terms adopted in Menon and Menon’s 
(1997) three levels approach are used in findings (Chapter Five) and discussion chapter 
(Chapter Six). 
2.7 GREEN MARKETING IN CHINA 
Green marketing is a relatively new concept in China but it is attracting increasing 
attention from researchers (Zhao, 2010; Xu & Han, 2007a; Meng, 2006; Wan, 2000; Kou, 
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2001; Gan, 1997). Li (2007) summarizes the research development of green marketing in 
China and indicates research has focused on green marketing economic theory and the 
implications of green marketing and barriers to it. Research on the drivers of green 
marketing in China suggests various models based on certain leading forces. One of these 
is a four force model of government, firm, consumer and non-government organizations 
(NGOs), identified by He and Yu (2005). Given the weak influence of NGOs in China, 
Wu (2006) proposes a three force model: government, firm and consumer sectors. Further, 
Xu and Han (2007b) propose three leading driving force models, each based on one of 
these three sectors, but then they maintain that the government leading model is the 
appropriate one in China. Building on such research, Liu (2008) suggests the motivation 
for firms’ green innovation in China comes from industrial competition, increasing 
demanding for CSR, rising environmental costs, government legislation and regulations, 
and green tariffs. He fails to explain the circumstances under which these motivations will 
impact on a firm’s green approach. Li (2009) proposes certain drivers: consumers, the 
international environment (green tariff), governments at all levels, NGOs, competitors, 
and media.  
Even so, the literature on this area in China is scanty, especially at the microeconomic 
level. Hoffman (1997) shows that firms in a common industry context tend to adopt 
similar strategies in response to the institutional forces they experience. Yet other 
researchers have demonstrated variability in marketing strategies in similar industries or 
within the same industry (Aragon-Correa, 1998; Sharma & Vredenburg, 1998). Si (2002) 
is of particular interest here because he observes the imbalance of development in going 
green among firms, but he fails to explain the variability of firms’ green behaviours. This 
suggests the need for microeconomic empirical study at the firm level to develop a clearer 
understanding of specific green drivers in the Chinese industry. Song-Turner, 
Courvisanos and Zeegers (2012) urge more empirical studies to identify and assess 
Chinese firms’ green marketing motivations, with a view to identifying and exploring 
different characteristics of firms carrying out green marketing. Such empirical studies 
would identify those green marketing strategies in China that are innovative enough to 
establish paths of sustainable development which are robust and can lead out of niche 
markets into resilient green industries (Courvisanos, 2012).  
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2.8 BRIEF REVIEW ON THE UNIQUE FEATURES OF CHINESE FIRMS.  
2.8.1 FIRM OWNERSHIP STRUCTURE 
Ownership of firms has been recognized as one of the most important institutional 
arrangements in an economy because it represents different incentive structures, which, in 
turn, determine firm performance (Li, 2004) and their possible marketing initiatives. 
There are three types of Chinese firms based on the model through which transactions are 
coordinated and property rights are embodied. They are: state-owned enterprises (SOEs); 
collectively-owned enterprises (COEs); and privately-owned enterprises (POEs). 
SOEs are defined as: 
Non-corporation economic units where all assets are owned by the state and which have 
registered in accordance with the Regulation of the People’s Republic of China on the 
Management of Registration of Corporate Enterprises (Kanamori & Zhao, 2004).  
SOEs are owned and operated by the state. As discussed below, the owner of the SOEs, 
the state, is not one entity; it has different levels. At the central government level, this is 
the State-owned Assets Supervision and Administration Commission of the State Council 
(hereafter referred to as SASAC). SOEs owned by different levels of governments are 
subject to different institutional arrangements, and, accordingly, they perform differently.  
COEs, by definition, are owned by all the workers working in them (Tang & Ma, 1985). 
Since the middle of 1980s, the Chinese central government has promoted the 
development of multiple forms of ownership, especially non-state enterprises, motivated 
by the need to tackle issues of employment and economic efficiency (Sabin, 1994). 
Theoretically, COEs are expected to differ from SOEs in their ownership, relations with 
the state and their human resource practices as they are owned by the workforce of the 
collective firms. Management of these firms theoretically lie in the hands of the 
employees. Before the economic reforms in 1978 (Wei, 2013), these theoretical 
differences had become blurred and even obliterated in practice as the majority urban 
COEs were quasi-state-owned properties owned by various supervising bodies, such as 
local government departments, rather than the enterprises’ personal (Putterman, 1996). 
During the 1990s and with the emphasis on market reforms, the growth of non-state 
enterprises has been phenomenal. Private firms have received official recognition and are 
able to access to financial services such as bank loans. Some COEs have been 
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restructured by introducing the shareholding systems or privatization and become share-
holding enterprises (SHEs) or private-owned enterprises (POEs) (Wei, 2013).  
POEs, broadly defined to include all non-SOEs and non-COEs, are primarily market-
driven, with hard budget constraints and more clearly defined property rights than SOEs 
and COEs (Wei, 2013; Tang & Ma, 1985). They include privately owned companies, 
foreign-investment firms, Joint-Ventures between domestic firms, limited companies, and 
joint stock companies. Since the launch of economic reforms in 1978, China’s industrial 
growth has accelerated and industrial ownership has experienced dramatic changes. 
During the early years of reforms, policies such as rural reforms and open door policies 
improved the conditions for the development of non-state sectors (Wei, 2013).  
Studies have shown that SOEs in China have performed poorly in terms of profitability 
(Wang, 2007; Park, Li, & Tse, 2006, 1997; Wang, Xu, & Zhu, 2004; Li, 2004; Li, 1998) 
and POEs have performed better than SOEs. 
2.8.2 GOVERNMENT CONTROL OVER THE FIRM: LISHU RELATIONS 
Because of the totalitarian ideology of the Chinese Communist Party and China’s legal 
origins in continental law, the government substantially interferes in firm activities 
through lishu relations (China’s National People’s Congress [CNPC] & China State 
Council [CSC], 1994). From a free market perspective, it is hard to comprehend what 
lishu means to private firms. This warrants additional explanation (Li, 2004). China has 
31 provinces and municipalities, 334 prefectures, 2143 counties, and 47,806 towns and 
city districts (NBS, 2009). There are five levels of government: central, provincial, 
prefecture, country, and township. By regulation, all enterprises are directly subordinate 
to lishu; one of these five levels of government. An extensive lishu relationship covers all 
firms, including POEs. Thus, unlike private firms in mature market economies, POEs in 
China do not have complete property rights because of heavy interference by the 
government. China has experienced rapid marketization and profound changes during the 
reform period (Wei, 2013). Li (2004) argues that the level of control by governments of 
different levels has affected firm performance in China’s transition. Given this, a question 
arises in relation to how firms with different ownership structures and operating in 
relation to different levels of government control respond to green marketing. The 
situation is not yet clear and needs further exploration, which this research does. 
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2.9 OTHER FACTORS THAT AFFECT FIRMS’ ECOLOGICAL RESPONSIVENESS 
2.9.1 INDUSTRY CONCENTRATION  
Studies (Porter, 1986; Porter & Van der Linde, 1995) have identified industry 
concentration as a significant factor influencing firm performance, suggesting that the 
intensity of competition in highly developed industries tends to be strong. This is a 
complicating factor to be considered in investigating how firms in an industry with an 
intensified concentration in China respond to green initiatives. It is another feature of 
firms in China which is not yet clear and further explored as part of this research.  
2.9.2 FIRM SIZE  
Child and Tsai’s (2005) investigation into firms’ environmental strategies in the chemical 
industry in China and Taiwan have indicated firm size influences firms’ environmental 
behaviours. They point out that small and medium firms, and small-to-medium firms, 
often do not have the funds to devote to environmental measures. Such firms tend to view 
safety, health and environmental protection efforts as an unnecessary evil, while the 
Multi-National Enterprises (MNEs) tend to use their superior resources to gain powerful 
bargaining power from the local authority government to gain additional competition 
advantages. It is common in China to classify firm sizes (see Table 2.2) according to 
resources, notably fixed capital and working capital, as well as required labour force. In 
the year 2003, China conformed with the western world when the State Development 
Planning Commission and the State Construction Commission issued the Documentation 
No. 234 (78) based on the Ministry of Finance Documentation No. 725 (79) (NBS, 2008). 
In this document, firm size is classified according to the following three criteria for 
different industries: number of employees; sales revenue; and assets. These criteria are 
the basis for classifying firm size in this research, as outlined in Chapter Four. 
MNEs are firms conducting businesses in more than two countries. MNEs from 
developed countries are subject to internal pressure from stakeholders in their home 
country. The principal source of pressure on MNEs in developing countries becomes 
external since stakeholders in developing countries have limited experience in pressuring 
MNEs to undertake ecological responses. Developing country MNEs are in a less 
competitive position compared with their western counterparts, since they are moving 
towards a market with more stringent rules and more demanding stakeholder groups. 
MNEs from developed countries have more in common with the society in which they  
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Table 2.2 NBS firm size classification standard 
Industry Criteria Unit Large Medium Small 
Industrial  
No. of employees Hundred Person ≥ 20 ≥3 <20 <3 
Sales Revenue Million RMB ≥300 ≥30<300 <30 
Total Asset Million RMB ≥400 ≥40<400 <40 
Construction  
No. of employees Hundred Person  ≥30 ≥6<30 <6 
Sales Revenue Million RMB ≥300 ≥30<300 <30 
Total Asset Million RMB ≥400 ≥40<400 <40 
Wholesale 
  
No. of employees Hundred Person ≥2 ≥1<2 <1 
Sales Revenue Million RMB ≥300 ≥30<300 <30 
Retail  
No. of employees Hundred Person ≥5 ≥1<5 <1 
Sales Revenue Million RMB ≥150 ≥10<150 <10 
Transportation  
No. of employees Hundred Person ≥30 ≥5<30 <5 
Sales Revenue Million RMB ≥300 ≥30<300 <30 
Postal 
No. of employees Hundred Person ≥10 ≥4<10 <4 
Sales Revenue Million RMB ≥300 ≥30<300 <30 
Accommodation 
and 
Entertainment  
No. of employees Hundred Person ≥8 ≥4<8 <4 
Sales Revenue Million RMB ≥150 ≥30<150 <30 
 
Note :  
1. Industrial including firms in mining, manufacturing, power production, gas and water supply industries. 
2. Sales Revenues and Assets apply to the Chinese Accounting Standard. 
3. Large and Medium size firms must meet all criteria as listed in the table; otherwise classify in the next lower 
level.  
NBS: Database of Industrial Firm (http://www.stats.gov.cn/tjbz/t20061018_402369829.htm) 
4. China’s regulations on the Standards for Classification of Small and Medium-sized Enterprises (the 
‘regulation’ ) were jointly promulgated by the Ministry of Industry and information Technology, the National 
Bureau of Statistics, the National Development and Reform Commission, and the Ministry of Commerce on 
June 18, 2011 and came into effect on the same date. The specific standards for different industries, see 
http://www.china-briefing.com/news/2011/07/07/china-issues-classification-standards-for-smes.html 
 
originate, and they may have taken proactive approaches in establishing green standard or 
codes based on their corporate policy and guidelines established by the stakeholders from 
their home country. Bansal and Roth (2000) suggest that to understand corporate 
ecological responsiveness requires the application of ideas rooted in institutional theory, 
economic theory, and individual values. It is because of this argument that the researcher 
briefly reviews the literature on the economic situation in China. 
2.9.3 ECONOMIC DEVELOPMENT LEVEL 
In developing countries, because of limited economic development level, the consumer’s 
mindset is different, often concerned with how to increase their income source and 
alleviate their poverty (Gugler & Shi, 2009). It is not surprising if people perceive the role 
of business differently between developed countries and developing countries, since 
business cannot operate in isolation from the environment of which it is part. Small or 
even large producers may be far away from thinking and acting as modern entrepreneurs 
with global vision because of the given business environment collectively created. 
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Martinsons et al.’s (1997) survey conducted in Hong Kong and the southern part of 
Mainland China indicates that a clean natural environment was still a secondary concern 
among people surveyed, and commonly perceived as a threat to prosperity. Guo (2008) in 
his analysis of conflict between the developing economic and protecting environment 
concludes that along with economic development people will pay more attention to the 
environmental protection. The relationship between financial security and 
environmentalism is also evident from the moderated levels of ecological concerns in 
developed countries such as the United States of America (USA) during its economic 
slowdown periods (Aldy, Ashton, Baron, Bodansky, Charnovitz & Diringer, 2003). In 
this case, the literature suggests, it may be a reasonable prediction that wealthier and more 
educated Chinese may be expected to become more environmentally sensitive by drawing 
on their cultural heritage, although this has yet to be seen. 
After the late 1980s, Foreign Direct Investment (FDI) started to soar in China, and since 
1992, China has been the developing country that has attracted the largest amount of FDI. 
China’s international trade has been growing at an extraordinary rate and in 2014 China 
become the largest international trading nation in the world (Monaghan, 2014). The 
immense growth in trade has a variety of environmental effects. On the one hand, China 
has become increasingly aware of standards in international markets and the need to 
conform to them. The WTO accession in 2001 has further encouraged China to 
implement sound and transparent environmental regulations that match international 
standards (Shi & Zhang, 2006). On the other hand, not all exports and imports go to and 
out of Organization for Economic Co-operation and Development (OECD) markets. 
There are still ample markets for firms to route their products out of, or into, China, not 
necessarily in compliance with international standards (Shi & Zhang, 2006). 
Perspectives from the literature in relation to the whole concept of green marketing as it 
exists in the western world, and to some extent in China, has tended to emanate from a 
consumer behaviour orientation and focus. This is understandable given the emphasis, in 
marketing, on value exchange and customer satisfaction within a segmented and value 
driven market. Several authors, Ottman (1998), Miller (1999), Peattie (1999), and Wong 
et al. (1996) expand the focus to include aspects of the micro and macro environment, 
including government policies, legislative issues, environmental factors and other salient 
issues. In the 21st Century there is a more complex and mature view of green marketing 
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as a marketing orientation of a company (Blackman, 2008; Bansal & Roth, 2000; 
Polonsky & Rosenberger, 2001; Fuller, 1999); which enables it to produce a range of 
green marketing products, services and practices that are able to deliver environmentally 
viable solutions, or, to use a value exchange conceptualization with perceived sense of 
value to the market.  
What is missing in the literature is documented research on how a range of forces outside 
the firm—that is, motivating forces—could affect the actual behaviour of the firm. In the 
first part of this research these forces are examined, drawing on twelve key stakeholders 
(the general public, the government, interest groups, media, the scientific community, 
shareholders, suppliers, financial institutions, employees, the legal and courts system, 
competitors, and consumers) identified by Polonsky (1995). This is generated from the 
firm’s perspective to identify the key stakeholders in shaping the firm’s adoption of green 
initiatives. Another issue which is not addressed in the literature is how these motivating 
forces, once adopted (or not) by the firm, actually transfer into green marketing strategies 
and practice, that is how firm configure their marketing operations. One direct response 
of firms’ green motivation could be to commercialize products as green products or green 
parts of firms’ functional areas such as renewable energy sources, low pollution 
manufacturing processes, recycling wastes and ecologically sustainable raw material 
procuring. The problem then arises that if the firm commercializes its products as green 
product or its processes as sustainable, while simultaneously ignoring the ecological 
implications of the firm in its entirety, then their communications (like advertising and 
press releases) may receive little credibility on the part of the consumer. The firm will 
face the risk of being criticized by the various pressure groups as conducting only green 
window dressing or green washing (Peattie & Crane, 2005; Prakash, 2002; Crane, 2000; 
Peattie & Charter, 1994; Lazaro, 1993). As Peattie (1999) points out, the firm itself 
becomes the product consumed; product and firm form the total product. In this context, a 
typology integrating Menon & Menon’s (1997) corporate greening levels approach and 
Kotler’s (1995) product approach which means being labelled as greening products, 
value-addition processes and green management systems or philosophy, is presented. In 
the second part of this research the researcher investigates how managers’ perception of 
green marketing motivation translate into green marketing outcomes and their green 
marketing practices in China. In relation to the examination of green marketing practices, 
the researcher adopts Wong et al.’s (1996) study centred around the traditional marketing 
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4Ps framework—product, price, place and promotion—to investigate the marketing 
practices of the Chinese firms under examination.  
2.10 MARKETING CONTEXT—WHAT FRAMEWORK TO USE?  
One of the key aspects of this research is the issue of how Chinese firms actually apply 
green marketing, as a concept, to marketing approaches in China. This raises questions in 
relation to what kind of approaches could be used to investigate how these firms translate 
green marketing concepts into a real world marketing set of solutions, or practices.  
Marketing has—as a holistic concept—gone through a series of stages: from a production 
orientation which focuses on output and production—pushing products and services into 
the market—an approach much used in the 1940s, to a sales orientation in the 1950s and 
more marketing orientation during the 1970s, and subsequently consumer orientation 
(Kotler & Keller, 2007). A key framework has tended to be the so called marketing mix 
which has also been extended from 4Ps (McCarthy, 1964) to 7Ps (Booms & Bitner, 1981), 
adding personal, process and physical evidence to the original 4Ps—product, place, price, 
promotion—to apply the marketing mix concept to service.  
The marketing mix is a framework, a tool by which marketing strategy and orientation 
can be analyzed, depicted and described (Kotler & Keller, 2007). It has the benefits of 
simplicity and a certain degree of inclusiveness, that is, many if not all parts of the 
marketing process can be contained within this simple framework. However, it has the 
problem that it does not always allow or encompass more subtle variables in the 
marketing process or system (Gabbott, 2004). Given this, a number of authors (Donovan 
& Henley, 2004; Jobber, 2001; Gabbott, 2004; Kotler & Keller, 2007) have moved to a 
more subtle and flexible framework. This framework revolves around the concept of the 
value exchange, in which marketing is conceptualized as the transfer of value between 
two parties or more, on the basis that they both provide something of value to each other. 
The whole nature of value exchange is flexible and this has opened the door to a range of 
marketing concepts, centred on the concept of value, to emerge and be used. The problem 
with the core concept of value exchange, without any particular subsidiary framework or 
structure, is that it can be almost too wide ranging, flexible and subtle. One could argue 
that anything which delivers value between two parties can indeed fall into the concept of 
a value exchange. In recent years the concept of value exchange and the marketing mix 
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have tended to be merged on the basis that the marketing mix provides some sense of a 
defined and useable framework, within a more flexible paradigm which is the value 
exchange concept.  
What is required is a basic marketing framework in which the issue of green marketing 
strategy can be examined. The aim is not to examine the nature of marketing per se, nor 
the use or applicability of a concept such as the marketing mix, but to make use of a 
simple framework which enables the researcher to identify how companies transfer green 
marketing concepts into marketing outcomes. The traditional 4Ps Marketing Mix 
framework (Product, Price, Place and Promotion) has been widely considered by the 
majority of marketing practitioners as the toolkit of transaction marketing and archetype 
for operational marketing planning (Goi, 2009; Kotler & Keller, 2006; Kent & Brown, 
2006 Gronroos, 2002; Rarfiq & Ahmed, 1995). The four elements of the 4Ps marketing 
mix framework are used to describe the different kinds of choices organizations have to 
make in the whole process of bringing a product or service to market. The 4Ps is one way 
of defining the marketing mix, and was first expressed by McCarthy (1964). 
Development of marketing mix has received considerable attention from academics and 
industry (Goi, 2009; Constantinides, 2006), and has been influential in informing the 
development of marketing theory and practices (Constantinides, 2006). 
Although the marketing 4Ps framework is one of the major concepts in modern marketing, 
it does have a major limitation, namely, the model’s internal and production orientation 
(Popovic, 2006), that is, looking from inside the company outwards. Whereas as, 
Constantinides (2006) argues, the essence of marketing should be the outside–in approach, 
and thus lack of personalization. The 4Ps framework is deemed by a number of 
researchers (Constantinides, 2006; Popovic, 2006; Gummesson, 1997; Rafiq & Ahmed, 
1995; Dixon & Blois, 1983; Morgan, 1988) as inadequate to address specific marketing 
situations like the marketing of services, the management of relationships or the 
marketing of industrial products. A review of literature does show, though, that unlike the 
academics cited, marketing practitioners are reluctant to question, let alone dismiss, the 
trusted 4Ps framework (Kent & Brown, 2006; Schultz, 2001; Wang, Head, & Archer, 
2000; Gronroos, 2002; Bowman-Upton, Seaman, & Sexton, 1989; Sriram & Sapienza, 
1991). One explanation for this is that the framework constitutes one of the pillars of the 
influential Managerial School of Marketing (Goi, 2009; Kent & Brown, 2006; Sheth, 
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Gardner, & Garrett, 1988; Kotler & Keller, 2006). The additional strength of the 4Ps 
framework is that it represents a simple and practical framework for marketing decision 
making. It is a concept easy to memorize and apply (Kent & Brown, 2006; Rafig & 
Ahmed, 1995), and subsequent Ps have to be overcome a consensus about eligibility and 
agreement over their practical application (Goi, 2009; Kent & Brown, 2006). Furthermore, 
despite the criticism of the model’s internal orientation, it represents the sellers’ view of 
the marketing tools available for influencing buyers (Kotler, 2003), and it is understood 
well in China as it is widely taught, respected and used by marketing practitioners (Huang, 
& Wang, 2012; Harrison & Hedley, 2013; Low & Tan, 1995). The other advantage of this 
framework compared with the value exchange concept in its original form (Gabbott, 
2004) is that the value exchange framework, which is by definition quite flexible and 
complex, may not easily enable the researcher to identify how green marketing transfers 
into marketing practice simply. It is advisable to use a simpler framework as a conduit for 
analysis, bearing in mind, that the focus of the current research is not at all on the 
marketing mix per se but on firm behaviour and marketing outcomes. Given this, the 
researcher uses the 4Ps framework to examine Chinese firms’ marketing practices, as it is 
the best recognized and contains the core elements of a good marketing mix. 
2.11 RESEARCH CONCEPTUAL FRAMEWORK 
2.11.1 THEORETICAL FOUNDATION 
A number of green marketing researchers (Jennings & Zandbergen, 1995; Paulraj, 2008; 
Sharfman, Meo, & Ellington, 2000; Srivastava & Srivastava, 2003) have based their 
research on institutional theory. Institutional theory focuses on the impacts of non-market 
institutions on a firm’s policy (Hoffman, 1997). Institutional theory suggests that firms 
are not always profit maximizers; their policies often reflect external pressures for 
legitimacy. That is, firms change in common ways to adapt successfully for social as well 
as environmental fitness, and more specifically, for institutional legitimacy (Powell & 
DiMaggio, 1991) and to win the trust of external institutions. Drawing on institutional 
theory, firm behaviour can be explained in relation to a firm’s compliances, mimicry of 
competition behaviours, critical events or top management initiative. However, it fails to 
explain morally initiated actions of some firms which emphasize idealization rather than 
rationalization in deciding the best course of action on environmental issues (Bansal & 
Roth, 2000). While government stimuli may help explain the competitiveness of 
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industries, it cannot easily explain competitive heterogeneity among firms (Berchcci & 
King, 2007). Nevertheless, given the predominant influence of government in Chinese 
marketing and markets, the researcher draws on the stakeholder theory framework to 
assess broadly to whom the firm is supposed to be responsible or accountable and which 
stakeholder(s) is (are) driving force(s). The researcher identifies the most influential 
stakeholders behind firms’ green initiatives while using institutional theory to explain 
firms’ motivations in the Chinese context. The combination of these two research theories 
(institutional and stakeholder theories) does not mean the two approaches are 
contradictory; the researcher sees them as being complementary as argued by Enderle 
(2001) that if one strongly emphasizes the institutional aspect of a firm’s motivation, one 
runs the risk of failing to take account of the voices of the stakeholders . 
Figure 2.1, research conceptual framework, is derived from the review of literature and 
guides the research through its empirical investigation and analysis. The two aims of this 
research, that is why and how firms in China go green as specified in Chapter One, are 
encompassed in this research conceptual framework.  
Three basic motivational drivers as identified from literature review, outlined in Figure 
2.1, suggest that firms may be ecologically responsive to comply with legislation, or to 
improve long-term profitability to maintain competitiveness, or for ethical reasons. 
Although this parsimonious motivational framework provides an important starting place, 
there is no guarantee that these three factors would adequately explain why firms in China 
go green, given the diversity of issues identified in the literature review. To understand 
Chinese firms’ greening initiatives, the researcher draws on the stakeholder theory from 
the firms’ perspective, focusing on the 12 stakeholders as identified by Polonsky (2005) 
to assess broadly which stakeholders are the driving forces behind firms’ green initiatives 
in China. From this the researcher identifies what conceptual categories of greening 
motivation are perceived by the managers and how these motivations are transformed into 
actual greening marketing approaches and practices.  
The Corporate Ecological Response (CER) model (Bansal & Roth, 2000) identifies three 
distinct conceptual categories of ecological stimuli—legislation, competitiveness and 
ethical reasons. The researcher draws the CER model as the preliminary conceptual 
framework to advance understanding why firms behave environmentally in China. In 
relation to the second aim of this research—how firm go green (which examines firms’ 
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green marketing approaches and practices)—the researcher adopts a topology based on 
Menon & Menon’s (1997) and Kotler’s (1995) model of three levels of green marketing 
approaches, that is greening products, value-addition processes, and green management 
systems, to examine firms' green marketing strategies. As explained in Section 2.6, these 
terms are used for theoretical conceptualization only. Considering this research focuses 
on firms’ green motivation and green operationalization paths, Menon & Menon’s (1997) 
terms describing the level of greening activities in a firm (that is tactical strategy, quasi-
strategic strategy and strategic strategy) are used in the findings chapter (Chapter Five) 
and discussion chapter (Chapter 6). The researcher uses the traditional 4Ps marketing mix 
framework to investigate the marketing practices of the firms under examination.  
2.11.2 A PRELIMINARY RESEARCH CONCEPTUAL FRAMEWORK  
In summary, the first aim of this research is to evaluate various motivating forces 
(identified below in Figure 2.1) in relation to how they impact on a range of stakeholders 
in the cases under study. The second aim of this research is to evaluate how these 
motivating factors as perceived by managers, transfer into actual marketing outcomes. 
Such research in China is of particular value because it is here that tensions between basic 
product orientation and larger environmental factors (including, indeed, green marketing) 
emerges as considerations of some prominence.  
The main contribution of this framework as shown in Figure 2.1 is that it provides a guide 
for empirical investigation and analysis of firms’ greening pathways. It is capable of 
accommodating explorations of the whole of firms’ greening processes, with stakeholder 
identification, green motivation and subsequent green marketing practices. The 
conceptual framework forms the basis of the research for the purpose of investigating 
firm-based motivations and marketing practices for going green in China. The research 
facilitates understandings of why and how a firm in China adopts an ecologically 
sustainable pathway in an increasingly privatized economy.  
2.12 SUMMARY 
The literature review in this chapter provides a scholarly background to the evolution of 
green marketing and literature development in relation to firms’ motivation, stakeholders’ 
identification, green marketing approaches and strategies and practices relevant to the 
research question. Research that concentrates largely on the perspective of developed 
western economies is widely available, but scant attention has been paid to China. The 
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insights and knowledge gained from the literature expose a major academic gap in 
relation to the study of why and how firms in China go green. This research addresses 
that gap in the literature, and it is anticipated that it will contribute to informed 
professional debates and discussions in the field. The literature review also provides an 
introduction and overview of firms’ operating environments which informs methodology 
drawn upon to complete this research. Chapter Three will outline and justify the paradigm, 
methodology and method used for this research. 
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Figure 2.1 A preliminary model of firms’ motivation to go green and marketing practices in China 
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CHAPTER 3 METHODOLOGICAL APPROACH 
This research is designed to obtain an in-depth understanding of why firms go green and 
how they market green in China. In considering these issues, this research focuses on the 
firm and the role of its manager(s) in regard to how they perceive and deal with a range of 
motivating factors, identifying influential stakeholders in green decision making and 
specific green marketing approaches and practices in China. The literature review in the 
previous chapter shows that scant attention has been paid to these areas and identifies a 
major gap in relation to the research on why and how firms in China go green.  
This chapter details issues related to methodological approach, which incorporates 
philosophy, paradigm, theoretical perspective and methodology, research methods and 
their justification used in this thesis. It begins with a brief definition and discussion of 
terms used in this chapter and the following one (Chapter Four). It discusses ontological 
and epistemological issues and justification of the research paradigm and research 
approach of this research, it goes on to describe and justify the research method and data 
collection techniques and procedures. It concludes with an assessment of the research 
design and identifies the limitations of the research.  
3.1 CONTEXTUAL DEFINITIONS AND PHILOSOPHICAL PERSPECTIVE 
The chapter first briefly defines the following terms used throughout this chapter and the 
following chapter (Chapter Four): philosophy, paradigm, methodology. 
3.1.1 RESEARCH PHILOSOPHY 
Research philosophy, in Saunders, Lewis and Thornhill’s (2009) words is ‘an overarching 
term related to the development of knowledge and the nature of that knowledge’ (p.107). 
Ponterotto (2005) uses the term philosophy of science to refer to the conceptual roots 
undergirding the quest of knowledge. The research philosophy one adopts, according to 
these authors contains important implications about the ways in which one views the 
world. These authors also argue that the philosophy one adopts will be influenced by 
practical considerations. Given this, the researcher has taken the position suggested by 
Saunders et al. (2009) and Johnson and Clark (2006) that the foremost consideration is 
how well the researchers are able to reflect upon their philosophical choices and defend 
them in a relation to alternatives they might have adopted.   
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3.1.2 PARADIGM 
Research philosophy is also defined in relation to the concept of paradigm. Gliner and 
Morgan (2000) define paradigm as ‘a way of thinking about and conducting a research. It 
is not strictly a methodology, but more of a philosophy that guides how the research is to 
be conducted’ (p.17). The term paradigm comes from Kuhn (1962) who discusses it in the 
context of the physical sciences. It is used in the social sciences, but one which can lead 
to confusion because it tends to have multiple meanings (Saunders et al., 2009; Hallbone 
& Priest, 2009). Indeed, the literature on paradigm is inconsistent in its use of the term as 
different authors use the term differently to conceptualize and classify their research 
(Cresswell & Clark, 2007; Ponterotto, 2005; Denzin & Lincoln, 2000b, Tashakkori & 
Teddlie, 1998, 2009; Burrell & Morgan, 1979, Guba & Lincoln, 2005, 1994). Morgan 
(2007) reports that paradigm has been given at least four different meanings in the social 
science literature. It has been defined as a world view, an epistemological stance, a shared 
belief in a community of researchers, and as a model example of research. As indicated 
by Morgan (2007), world view has been adopted by writers in social science (Newman, 
2006; Mertens, 2005; Miller & Brewer, 2003), who suggest that a world view consists of 
stances adopted on each of the elements (Cresswell & Clark, 2007) or dimensions of 
contrast (Teddlie & Tashakkori, 2009) comprising ontology, epistemology, and 
methodology.  
This researcher adopts Filstead’s (1979) definition of paradigm as a ‘set of interrelated 
assumptions about the social world which provides a philosophical and conceptual 
framework for the organized study of that world’ (p. 34) to reflect the close relationship 
of paradigm and research philosophy. As Mertens (2005) argues, the researcher will 
nominate a paradigm as the first step for acquiring knowledge. Without a paradigm, there 
is no basis for subsequent choices regarding methodology, research design and method 
(Mertens, 2005). Understanding the paradigm is of particular benefit to the researcher as 
it will help them to understand the taken-for-granted assumptions that they have about the 
way the world works. Identifying a suitable paradigm helps enhance understanding of 
how assumptions associated with a paradigm shape ways in which the researcher 
approaches the research question, choosing appropriate research design and method. It 
also provides for an objective assessment of the applicability of the research by others 
wishing to understand, or build upon, research outcomes.  
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A number of researchers (Grix, 2002; Packer & Goicoechea, 2000; Crotty, 1998) suggest 
that one starts with one’s ontology and epistemology positions when nominating a 
paradigm. They argue a clear and transparent understanding of the ontological and 
epistemological assumptions that underpin the research is necessary in order to appreciate 
the interrelationship of the other key components of research, including the methodology 
and methods. With this in mind, this researcher starts with a discussion of ontology and 
epistemology.  
ONTOLOGY 
Ontology is concerned with the nature of reality. It addresses questions such as what the 
form and nature of the reality is, what the fundamental part of the world is, and what is 
out there to know. Individuals’ ontological position is based on their answers to these 
questions (Hay, 2002). Ontological positions may be based on objectivism or 
subjectivism (Saunders et al., 2009). Objectivism is an ontological position that views 
social phenomena and their meanings as existing in reality external to social actors. The 
stance is that reality exists regardless of any human observer. Subjectivism is an 
alternative ontological position that views social phenomena and their meanings are 
continually being accomplished by social actors. A subjectivist position is that reality is 
constructed in the mind of the observer, and also that it is in a constant state of revision 
(Bryman, 2001). Blaikie (2000) suggests that ontological claims are: 
…claims and assumptions that are made about the nature of social reality, claims about what 
exists, what it looks like, what units make it up and how these units interact with each other. 
In short, ontological assumptions are concerned with what we believe constitutes social 
reality (p. 8).  
Drawing on this, the researcher’s considerations of firms’ motivation and behaviours in 
China in this research reflects her own ontological position as subjectivism. One of the 
key reasons for undertaking this research is the researcher’s background and knowledge 
of China, and a personal interest for a healthier environment for the researcher’s birth 
country, as well as a professional interest in understanding ways in which firms address 
sustainability in China. Previous chapters address issues associated with green marketing 
in China’s rapidly growing and massive economy, in which sustainable development and 
ecological implications are left behind in the chase for profits and economic growth 
(Zheng, 2012). Since the Sixteenth Chinese People’s Congress in 2002, China’s central 
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government has adopted a development philosophy based on a commitment to sound 
science, environmental sustainability and citizen accountability (Shen, 2011). In relation 
to this expression of what may be considered China’s world view, there are firms that are 
leading the charge for sustainable ecological development and which are able to develop 
and market green products and services successfully. This research focuses on these firms, 
with the aim of generating understanding from firms’ perspectives on why and how this is 
done.  
Although the firms that this research investigates are in the same macroeconomic and 
social context in China, each has its own micro operations setting. It may be that their 
realities are conceived as being objectively experienced and studied, but that does not 
preclude subjectivity and being influenced by context. This research explores the 
subjective meanings motivating green actions of each firm in order for the researcher to 
understand their green actions. As an educator in higher education and a past business 
practitioner, the researcher defines her ontology as one of multiple realities, arguing that 
the social world of business and management is more complex than the physical world as 
suggested by Saunders et al. (2009). The way the researcher perceives reality is somewhat 
analogous to an inventory house. Only very general and fundamental categories, which 
may exist independently of the human observer, are ontological in nature (Westhoff, 
2005). The most general are socially constructed and subjectively experienced (Westhoff, 
2005). This ontological position has influenced the epistemological position, 
methodology and methods for this researcher.  
EPISTEMOLOGY 
Epistemology as far as this research is concerned is the relationship between the knower 
(the research participant) and the would-be knower (the researcher). It addresses 
questions of what and how the researcher can know about a given thing (Hay, 2002). It 
focuses on the nature of knowledge in a field of study from the researcher’s view (Blaikie, 
1993). Two contrasting epistemological positions are positivism and interpretivism 
(Saunders et al., 2009; Blaikie, 1993). Positivism emphasizes objectivism and views 
knowledge as being generated from experiments, observations or direct experience in the 
natural sciences (Blaikie, 2000). Interpretivism on the other hand adopts a transactional 
and subjectivist stance that views reality as socially constructed, which means that 
knowledge is generated from understanding and interpreting social and human worlds 
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(Ponterotto, 2005). Given the researcher’s years of cross-cultural work in manufacturing 
and customer services as well as lecturing in higher education, the concept of knowledge 
from provides perspective both in this research and in daily work. The researcher’s early 
science background led to an acceptance of positivist avocations and views knowledge as 
being measurable and quantifiable. In the later part of the researcher’s working life as 
business practitioner and educator in the higher education, the researcher has come to a 
subjectivist position. As the epistemological stance of understanding is embodied in 
cross-cultural practices and communications that are developed, this researcher has come 
to appreciate that the subjective state of the researcher (as well as clients and students) is 
to be acknowledged as the basis for understanding the phenomena under examination. 
Skating over differences and attempting to find commonality can make the outcomes and 
findings superficial, as the values and assumptions that underlie attitude will be hidden. 
Questioning these values and assumptions become central—particularly in this research 
which explores firms’ motivation and behaviours in China.  
Theories generated in western democracies are examined in relation to their ability 
properly and adequately to explain green marketing phenomena in China, given its strong 
government-driven and diversified ownership of firms. Having given scholarly 
consideration to objectivist and subjectivist perspectives of epistemology, the researcher 
views knowledge claims that arise out of actions, solutions and consequences have equal 
standing with those that arise from antecedent conditions or experiments derived from 
positivist research. Coe (2002) suggests knowledge application—what works—and 
solutions to problems and situations that please customers are of major interest and 
concern to practitioners. Drawing on this, the researcher takes the value of statements and 
knowledge at their practical utility. In relation to the participants in this research, the 
utility of knowledge refers to the usefulness to solving of practical problems to provide 
happiness and build trust among clients and customers. This is the feature that this 
research addresses. Given this, the researcher takes the position that comprehending 
others is to understand the meaning of what they do, and to understand this meaning is to 
understand them on their own terms (Crotty, 1998).  
Given the cross-cultural context, the emic position (discussed in detail below in Section 
3.4) focuses on how the researcher as the insider addresses a phenomenon. In this case it 
is green marketing, and understanding the lived experiences (Dilthey, 1977) from the 
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point of view of those who live it day to day (Schwandt, 1994, 2000). This requires the 
structure and meaning exposed by the researcher to be the basis providing a suitable way 
to embody the unique feature of green marketing from Chinese firms’ perspective. 
Awareness of the pluralistic epistemological position along with the ontological position 
helps the researcher to choose the appropriate research paradigm and form the basis on 
which the methodology is selected, as well as related method and data collection 
techniques, discussed in the following sections.  
3.2 THE RESEARCH PARADIGM 
As discussed, a research paradigm sets the context for a researcher’s study. In this section, 
the research paradigm selected for this research is examined and justified. Research in 
management and marketing traditionally has been based on a positivist paradigm, 
quantitatively oriented, proceeding along linear deductive paths (Riege, 2003). The 
review of the literature in Chapter Two suggests that this position is changing for 
management and marketing research (Ghauri & Grønhaug, 2005). The literature review 
suggests that there is an increasing interest in the ‘in-depth’ studies that are produced 
from qualitative work in cross-cultural research (see for example Jackson & Niblo, 2003), 
retail internationalization (see for example Palmer & Quinn, 2007; Sparks, 2000). Other 
marketing researchers (Burgess & Steenkamp, 2006; Ingenbleek, Tessema & Trijp, 2013) 
point out that with the rise of emerging markets, because of their significant institutional 
difference from developing markets, means that qualitative research methods are more 
suitable than quantitative methods to explore the efforts of institutions on consumers and 
firms at the individual and group level.  
In the field of organizational behaviour and marketing management, business situations, 
particularly in cross-cultural contexts, are not only complex, they are also unique, as they 
are a function of particular sets of circumstances and individuals coming together at a 
specific time (Hill, 2012). In relation to both business and education practices of the 
researcher, her ontology positions enables her to see that the world is not an absolute 
unity and that there are different perspectives of reality. The epistemology of the 
researcher flows directly from this: that the nature and forms of knowledge are pluralistic 
and have different forms, which is consistent with Creswell’s (2003) and Crotty’s (1998) 
discussion of pragmatism. Given this, the researcher turns to the pragmatism paradigm to 
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guide this research and in the selection of tools, instruments, participants and methods 
used in this research (Denzin & Lincoln, 2000b).  
Based on a rejection of the perceived forced choice between positivism and interpretivism, 
pragmatism is pluralistic (Creswell, 2003). Rorty (1991) describes the basis of 
pragmatism as:  
…the claim that the function of inquiry is, in Bacon’s words, to “relieve and benefit the 
condition of man” – to make us happier by enabling us to cope more successfully with 
physical environment with each other (p. 27).  
The pragmatism paradigm stands in contrast to other established research paradigms by 
embracing both subjective and objective points of view, adopting the position that at 
some points the knower and the known are interactive, while at others, that knower may 
more easily stand apart from what they are studying. Specifically, pragmatism argues the 
usefulness of knowledge is not judged by whether it mirrors reality, but by whether it 
successfully enables humans to achieve their various individual and collective interests 
(Cornish & Gillespie, 2009). For this reason, it is criticized as narrow utilitarianism, that 
knowledge should serve every practical purpose, or should enable the smooth functioning 
of society (Cornish & Gillespie, 2009). This is misleading for, as James (1997) stresses, it 
is recognition of the great variety of human interests which makes pragmatism pluralistic. 
In relation to the methodology, pragmatism embraces two extremes normally espoused by 
positivism and these supported by constructivists. While pragmatists take a similar 
position to that of positivists regarding the existence of an external world independent of 
people’s minds, they nonetheless emphasize choosing explanations that best produce 
desired outcomes. It is on the basis of this position that pragmatism is described as the 
foundation of mixed-method research (Tashakkori & Teddlie, 1998; Tashakkori & 
Teddlie, 2003). Pragmatists take the position that decisions regarding the use of either 
qualitative or quantitative methods (or both) depend upon the research question as it is 
posed, and the ongoing phases of the research cycle (Tashakkori & Teddlie, 1998). 
Pragmatism argues that there is no absolutely best method, but that each method works 
towards achieving particular ends (Baert, 2004; Camic, Rhodes, & Yardley, 2003b). The 
pragmatic paradigm, what Tashakkori and Teddlie (1998) and Creswell (2003) contend as 
intuitively appealing, avoids research engaging in what they see as pointless debate about 
such concepts as truth and reality. Instead, it gives permission to study areas that are of 
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interest, embracing methods that are appropriate ‘toward solving practical problems in the 
‘real world’ (Feilzer, 2010, p. 8), and using findings in a positive manner as congruent 
with the value system held by the researcher (Creswell, 2003). 
This research explores firms’ motivation and marketing practices of going green in order 
to understand why and how firms approach green at the firm level in China. As shown in 
the literature review, green marketing is a relatively new concept in China, and there is a 
gap in the literature which restricts the ability of scholars and practitioners to gain a depth 
of understanding, from the firms’ perspectives, of the perceptions and motivations for 
firms in China to go green. A pragmatist perspective values research activity which 
creates new ways of thinking and acting and thus creating a richer future (Rorty, 1999). In 
particular, Rorty (1999) argues for pragmatism, arguing that human inquiry is ‘an attempt 
to serve transitory purposes and solve transitory problems’ (p. 22). The researcher takes 
this direction by investigating, through the lens of Chinese firms, their engagement with 
concrete environmental issues and problems facing China, to understand why and how 
they approach green marketing as w ell as marketing their green products and services. As 
Patton’s (2002) statement regarding his own work summarizes it: 
My pragmatic stance aims to supersede one-sided paradigm allegiance by increasing the 
concrete and practical methodological options available to researchers and evaluators. Such 
pragmatism means judging the quality of study by its intended purposes, available resources, 
procedures followed, and results obtained, all within a particular context and for a specific 
audience (pp. 71-72). 
Pragmatism, from the perspective of the researcher, is a practical approach to problem-
solving. Given this, it can be argued that a pragmatic paradigm can be adopted for the 
purpose of this research as this is not only congruent with the researcher’s ontological and 
epistemological positions, but above all, it is action driven and provides a flexibility 
which conforms with the predisposition of practitioner-based research in business and 
management fields (Cameron, 2011; Hookway, 2010; Zikmund, 2000; Greene & 
Caracelli, 2003; Creswell, 2003; Patton, 2002). 
3.3 METHODOLOGY 
Methodology is a theory to conduct a research within the context of a particular paradigm 
(Wahyuni, 2012). It is the ‘strategy, plan of action, process or design’ (Crotty, 1998, p. 3) 
which leads to the choice and use of particular methods. The aim of methodology is ‘… 
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To describe and analyse methods, throwing light on their limitations and resources, 
clarifying their presuppositions and consequences… ’ (Kaplan, 1960, cited in Brannen, 
2005, p. 312). It is the underlying sets of beliefs that guide a researcher to choose one set 
of research methods over another. It addresses the question of how the researcher can go 
about acquiring the knowledge to be generated by the research (Hay, 2002). Research 
methodology follows from one’s position on ontology and epistemology. Interpretivist (or 
constructivist) researchers, given their stance on the centrality of social and personal life 
in the human world, embrace naturalistic design (see for example Lincoln & Guba, 1985). 
Ponterotto (2005) states that naturalistic design leads to qualitative research methods, 
such as in-depth face to face interviewing and participant observation. Interpretivist (or 
constructivist) researchers use inductive approaches to develop theory through data 
analysis. Sarantakos (2005) points out that because methodologies are closer to research 
practice than the philosophical concepts found in paradigms, it is common for 
interpretivist researchers to state that they are conducting qualitative instead of 
constructivist research. For pragmatist-oriented researchers, it is not only possible to 
combine deduction and induction within the same piece of research, but also may be seen 
as advantageous to do so (Saunders et al., 2009, Tashakkori & Teddlie, 2003; Patton, 
2002). Pragmatists, then, hold that decisions regarding the use of either qualitative or 
quantitative methods (or both) depend upon the research question as it is posed, and the 
ongoing phases of the research cycle (Tashakkori & Teddlie, 1998).  
The research question in this research addresses factors and forces motivating firms to go 
green and their green marketing practices in China. As discussed in Chapter Two, green 
marketing encompasses macro- and micro-marketing perspectives, and there is little 
existing literature on green marketing in China. There is a relatively large body of 
western literature upon which this research can build. The CER model developed by 
Bansal and Roth (2000) through analytic induction provides part of the conceptual model 
for this research. Polonsky (1995) recommends use of the stakeholder approach to 
understand the development of EM strategies by firms in assisting the achievement of 
their objectives. The greening typologies (Menon & Menon, 1997; Chamorro & Banegil, 
2005; Kotler, 1995) based on the green marketing concept and implementation within a 
firm are used to assess firms’ marketing configuration in relation to the level of 
commitment to environmental objectives and strategies. The integration of stakeholder 
theory, CER model, greening typologies and marketing mix as a complete framework is 
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considered to be an appropriate guide for this research. Concepts involved in the research 
framework (Figure 2.1) such as motivation dimensions, stakeholder pressure, ecological 
responsibility, and individual concerns are investigated in the context of China. Further, it 
cannot be ignored that there is also a political aspect within the context of this research: 
that is a strong government driven policy perspective to protect the environment. In this 
context, it is appropriate to recognize what Clough and Nutbrown (2007) acknowledge 
that all social research takes place in political contexts of one form or another and 
research itself is to be seen as inevitably political.  
As this research encompasses several organizational issues, the integration of the 
perspective of stakeholder theory, motivational dimension and marketing mix framework, 
then this presents an epistemological challenge to green marketing researchers. The 
challenge in this research is addressed through research methods designed to capture the 
data of green perceptions, motivations, green approaches and marketing practices. Of 
particular importance is the continuity of the perception, motivation, and translation of 
experiences.  
In the first part of this research, the notion of perceived motivating factors of the firms 
and their managers under examination requires that attention be paid to the subjective 
state of the individuals involved in both motivating factors and marketing practices. This 
is achieved by focusing on the meaning, perception, and dynamics of the individuals in 
the context of their activities, which in this case is China. It is a design to obtain in-depth 
knowledge of green motivation in relation to the firms examined. This is because various 
motivating factors identified in the literature, which may be identified as being derived 
from a western orientation, are value laden and may not apply in China. It is for this 
reason that a subjective qualitative approach is taken to allow respondents to 
conceptualize each value in relation to their own professional activities. This does not 
provide a basis for an objective quantitative approach to the research conducted. Each 
motivating factor may have a different meaning, value, concept or applicability in China 
from what it does in the west. The researcher does not assume that any or all of these 
factors that are explored in relation to Chinese practice are known in China, even though 
they have all been tested in the west. Studies of values of factors, for example those of 
trust, have been shown to have a different set of values in China compared with the west 
(Lewin, Little, Xu & Zheng, 1994; Vulliamy, Lewin & Stephens, 1990). At the same time, 
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it may also be possible that any or all of these motivating factors have a similar meaning 
in China.  
The marketing strategies and practices that are explored in the second part of this research 
are more defined and specific than motivating factors researched in the first part of the 
study. Thus, a more objective approach is adopted to clarify and enhance the information 
obtained in the interviews. Marketing strategies and practices are based on values which 
are less culturally complex and potentially less value laden. Hence, a survey instrument is 
used in the form of a questionnaire that the participants complete following the interview, 
where items related to strategies and practices are configured and identified within a 
Chinese orientation and context. At all times, even in this more objective part of the study, 
the researcher is conscious of the cultural, social and political context that is China, which 
is not the west.  
Qualitative methods are well suited to the task to capture the perception, experiences and 
values of the respondents in relation to the motivating factors and the continuous 
processes of green approach and experiences. They can also address most aspects of 
social, cultural, political and economic aspects within the context of China. As the 
researcher investigates emergent green marketing motivations, motivation based actions, 
or the value and ethics of going green, qualitative inquiry is the primary entry point. 
Further it allows the researcher to analyze how green and green marketing practices 
emerge and are acted out in the actual world. From this perspective, this research is 
qualitative research from a constructivist perspective in that there are multiple realities to 
be understood and all help understand human behaviour in the social context from the 
participant’s own frame of references (Collis & Hussey, 2003).  
Design of the research program enables the researcher to make a number of decisions 
about the conduct of research (Easterby-Smith, Thorpe, Jackson & Low, 2008). Saunders 
et al. (2009) refer to the general plan of how a researcher goes about answering the 
research question as research design. Given this, the design of the research requires that it 
takes place in a variety of settings and firms to take into account multiple realities and 
market forces. It also provides for in-depth insights and data collection within the 
limitations of a relatively short-time frame and small scale enquiry.  
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3.4 RESEARCH DESIGN  
Research purpose and research questions provide the substance of what a researcher is 
addressing (Berry & Otley, 2004; Saunders et al., 2009; Yin, 2012). Drawing on the 
researcher’s ontological and epistemological perspective and the paradigm for this 
research, in this section the researcher presents the research question and the research 
objectives. Considerations of the research design are also guided by the literature review, 
the researcher’s background knowledge about the research context (China), the required 
time and network resources.  
There has been something of a change in focus about how research is being undertaken in 
China in a range of areas, particularly to do with issues relating to culture, business and 
Sino-foreign relations (Xi, Witzel, & Ambler, 2009). Lu (2012), and Zhang, Grigorious, 
& Li (2008) observe that researchers are content to generalize about China by discussing 
it as if it were one single generic whole. There has been a tendency to take a far more 
cautious and sophisticated approach (Willis, 2006). Previous studies (Wang, 2008; Xi et 
al., 2009) found that some of the core and seemingly fundamental concepts in China, such 
as trust, have a variety of meanings, applications, contexts and uses depending on issues 
such as location, economic development, generation of respondents within a wide range 
of factors. There is no simple, single general definition of core terms like trust (Willis, 
2006; Yau & Steele, 2000). What this means is that a number of researchers (see for 
example Lewin et al., 1994; Willis, 2006), rather than assuming that certain concepts and 
values can be tested in a simple manner, are researching what these terms mean in the 
Chinese context, for a wide range of people in different situations and locations.  
Etic and emic are terms drawn upon in this research, particularly in relation to its cross-
cultural nature (Lu, 2012; Ponterotto, 2005). Etic refers to universal laws and behaviours 
that transcend nations and cultures and apply to all humans; it assumes all cultures can be 
compared in relation to generalizable phenomena. The perspective of the etic position is 
from an outsider examining the behaviours of a foreign culture. In cross-cultural studies, 
this position is subject to the criticism of being simplistic and ignoring cultural insights 
and values that derive from cultural diversity (Lu, 2012; Efferin & Hopper, 2006). Emic 
positioning refers to unique constructs or behaviours that apply to an individual or a 
sociocultural context that are not generalizable. The emic position assumes attempting to 
understand a culture is from an insider or participant’s perspective in order to interpret 
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phenomena as part of local cultures. Greenfield (1996) suggests that an emic position 
serves exploratory study particularly well. Given the exploratory and descriptive nature of 
this research, an emic position is considered appropriate. 
Since this research is designed to understand why and how firms go green in China, the 
end goal is twofold. The first goal is that of identifying key influential stakeholders and 
motivations to go green as well as greening approaches taken by firms in China. This 
requires a trustworthy account of how firms behave in relation to perceptions, beliefs, 
interpretations, motivations, experiences and their significance to firms’ actions and 
implementation in the Chinese context. The literature review, in Chapter Two, suggests 
that a body of research on firms going green in China is still underdeveloped. Little is 
known about the current status of green marketing and how to implement ecological 
sustainability (or green) at the firm level. Given this, a thorough investigation into firms’ 
perceptions and motivations and possible actions within firms is carried out so that a 
comprehensive view and knowledge of firms’ green motivations and greening 
development orientation and applications in China can be captured and developed in 
depth. Because of the exploratory and descriptive nature of this research, a qualitative 
basis for knowledge claims (Schwandt, 1994) is adopted to let respondents tell, in their 
own ways and in their own words their own experiences, how a range of relevant but 
westernised views and concepts may apply in a country as culturally and socially diverse 
as China. Qualitative method in the form of a case study involving seven firms to create 
an in-depth, rich account (Yin, 2003; Scholz & Tietje, 2002; Rubin & Rubin, 1995, Stake, 
1995) is adopted in the first part of the research, with the purpose of understanding what 
motivates firms and which stakeholders exert the most influential power on the green 
decisions, as well as relationships between green motivation and green orientation. As 
suggested by Parker (2003), qualitative researchers need to become involved in a 
communication with the practitioners in the organizational coal-face in order to 
understand better the current state of real-world practices. A semi-structured interview 
with the key personnel—the general manager or founder or owner of the chosen firms—
can be used to achieve this objective.  
The second part of the research relates to marketing approaches and practices as 
identified in the cases under study. This phase of the research determines whether the 
green marketing practices identified in the cases under study can be used to ascertain 
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whether the data generated is consistent with the motivations identified and determine 
direction of green marketing strategies and practices. A questionnaire with a series of 
structured statements and questions was constructed with the intention to clarify the broad 
information obtained from the interview related to marketing strategies and marketing 
practices and enhance understanding of firm’s specific marketing practices.  
The case study method adopted has two separate parts as it addresses the research 
question. The first part of the research studies concepts which have not been recognized 
or understood in China, while aspects of marketing practices in the second part are more 
commonly cited in the literature and more definable and structured in relation to their 
approach in China. Factors of motivation and conceptualization may be in some cases 
value laden; marketing aspects in this research can be more specific, objective, and 
measurable.  
The second part of this research relates to marketing approaches and practices as 
identified in the cases under study. As Tashakkori and Teddlie (1998) suggest, ‘…at some 
points the knower and known must be interactive, which at others, one may more easily 
stand apart from one is studying’ (p. 26). This pragmatist practice is considered 
appropriate to use different data collection instruments for the case study method. The 
resulting data is then analysed in relation to factors that motivate firms to go green and 
how firms go green in relation to their green marketing approaches and the configuration 
of marketing strategies and practices in China.  
The overall research design adopts Saunders, Lewis and Thornhill’s (2003) posited 
research onion, represented diagrammatically in Figure 3.1. The highlighted concepts 
identify the specific paradigm, research methodology, methods, and data collection 
instruments adopted for this research. Details of the method and justification are 
presented in the following sections.  
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Figure 3.1 Research Design 
 
 
Adapted from Saunders et al. (2003, p. 83) 
 
3.4.1 CASE STUDY METHOD  
Easton (2010) argues that pragmatism espouses usefulness but only specifically and in 
context. Pragmatism can provide a powerful justification for the use of case study method 
since case study as a research method offers the possibility of studying a problem-defined 
situation in required detail.  
Case study method is a common form of research in social sciences and management 
(Smith, 2000; Chetty, 1996); it facilitates a deep investigation of a real-life contemporary 
phenomenon in its natural context (Woodside 2010; Yin 2012). Case study method is 
especially useful for discovery, description, mapping and relationship building. It may 
also be used for theory constructing and refining purposes (Hillebrand, Kok, & Biemans, 
2001; Johnston, Leach, & Liu, 1999; Easton, 1992). Despite its usefulness, case study 
method has been subject to criticism. Compared with other qualitative methods, it is more 
time-consuming (Saunders et. al, 2009). At the same time, case study method cannot 
handle large data sets and does not allow for statistical generalization (Andersson, 2000; 
Saunders et al., 2003). There is also a potential researcher bias and a risk to include 
unreliable results or invalid conclusions (Yin, 2012, 2003, 1994; Eisenhardt & Graebner, 
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2007; Eisenhardt, 1991, 1989). Drawing on the research literature, strengths and 
weaknesses of case study method are summarized in Table 3. 1.  
Table 3.1 Strengths and limitations of case study method  
Case Study Method 
Strengths Weaknesses 
• Commonly used in many 
disciplines. A high response rate.  
• Useful as a tool for generating new 
theory or criticizing and specifying 
already researched topics.  
• Can explain new, complex and/or 
dynamic issues. Suitable for asking 
‘how’ and ‘why’ questions about a 
set of events and studying a firm 
from multiple perspectives.  
• Take a holistic perspective on real-
life events and the processes 
leading to certain results.  
• Theoretical reading and empirical 
research can be done at the same 
time.  
• Data can be collected from a 
variety of qualitative and 
quantitative sources.  
• Hard to conduct and interpret the 
results. Time consuming. Cannot 
handle large data sets.  
• Not appropriate for statistical 
generalizations.  
• Researching a large number of cases 
may mean more breadth but less 
depth. Trade-off required.  
• Difficulty to assess confidential data. 
Participant may not be totally honest.  
• Potential researcher bias, a bias from 
the use of the key informants and 
selecting certain firms.  
• Right questions have to be asked at the 
right time.  
• Threat of ending up with a weak 
theory or partial support of particular 
theories or frameworks.  
 
Compiled from the following: Andersson (2000), Eisenhardt & Graebner (2007), Eisenhardt (1989, 1991), Saunders et al. (2003, 
2009), Yin (2012, 2003, 1994) 
 
With careful research design, the strength of case study method can outweigh perceived 
weaknesses, for it is capable of making visible causal relationships (Hillebrand et al., 
2001). This method can also be used for studying processes (Arenius, 2002; Romano, 
1989) and data collection can be carried out over a sustained period of time. This means 
that the researcher can go beyond a cross-sectional snapshot of a process and understand 
how and why things happen as they do (Miles & Huberman, 1994). This method also 
enables research to be conducted in a country where a small sample base means that there 
might not be enough cases to justify using statistical generalization (Chetty, 1996). 
Theoretical (not statistical) generalization can also be made when it is possible to 
formulate logical conclusions in support of causal relationships; it may be concluded that 
these causal relationships also hold for cases that are structurally similar (Hillebrand et al., 
2001). In addition, the case study approach overcomes the problem of cases being over-
researched and developing resistance (Chetty, 1996). This method can also be used to 
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explain and deal with new or complex issues, take a holistic perspective of real-life events 
and collect data from a variety of sources.  
With case study method, generalization or transferability occurs from the case to a 
broader theory (Miles & Huberman, 1994). In the extreme, it is possible to generalize 
from one case (Stuart, McCutcheon, Handfield, McLachlin & Samson, 2002, Easton, 
2010). On the other hand, a single case limits the ability to generalize or transfer from the 
conclusions, models or theory developed (Voss, Tsikriktsis & Frohlich, 2002). There is 
also a larger risk of misjudging a single event and exaggerating easily available data 
(Leonard-Barton, 1990). Multiple cases, in turn, may reduce the depth of study when 
resources are constrained, but they can both augment external validity and help guard 
against observer bias (Voss et al., 2002). They can be used for several other reasons: to 
confirm or refute the findings of the first case; to investigate whether the findings of the 
first case could be expanded to slightly different situations; or to refine the results of an 
earlier case (Hillebrand et al., 2001). Given these considerations, case study method using 
multiple-cases is chosen for this research.  
Treating each case as an individual study rather than a sample unit, the focus shifts to 
searching for the case or cases that are best suited to investigating theory. Each of them 
aims to complement the others by examining the findings under various conditions or by 
addressing different aspects of the overall theory or modify the theory. The ultimate goal 
is that together the set of cases will provide rich support for the theory (Johnston et al., 
1999; Miles & Huberman, 1994). Having considered the research question in this 
research of green marketing in China, a relatively new and under-researched concept and 
phenomena, a case study method is considered appropriate to examine the greening 
motivation and practices of firms in China. 
Still, this research does not examine a particular case to understand other cases; rather it 
does so to understand each case individually (Stake, 1995). There is no ideal number of 
cases in the use of multiple-cases in case study method. Drawing on Yin’s (2012) work 
on multiple cases, this research adopts purposive sampling (Neuman, 2009), which 
enables the researcher to use her own judgement on the basis of specified criteria that are 
considered relevant in the literature on green marketing. This enables selection of cases 
that are particularly informative in relation to the research question. Research on case 
study method also shows that a number of cases (between four and ten cases) usually 
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work well (Eisenhardt, 1989). With fewer than four cases, theory is difficult to generate, 
and with more than ten cases, the volume of data is difficult to cope with (Eisenhardt, 
1989).What is more, once a pattern emerges, each new case adds to the research data, but 
at a diminishing rate (Stuart et al., 2002). Given this, in this research, the task is not to 
examine as many firms as possible, but to get a sufficient understanding of why some 
firms go green and how they undertake marketing their green products in China to inform 
professional and scholarly discussion and debate in the field.  
3.4.2 THE CASE SELECTION 
The aim of this research is to build a framework about firms’ green motivation and green 
marketing paths from the Chinese perspective. The issue in this research on green 
marketing in China is to investigate a relatively new and under-researched concept and 
phenomena. When examining such a complex issue as the role of firms in China’s green 
development within the broad context of an uneasy relationship between central priorities 
of national economic growth and environmental protection, single industry or within 
industry study may shed light and provide opportunity to achieve in-depth understanding 
of specific industry’s motivational drivers for green marketing in China. However, such 
an approach will not help to achieve a theoretical perspective on motivational differences 
that can be accepted in western-based theory construct. Cross-industry firm case studies, 
on the other hand, enable the research to identify, explore and understand this 
phenomenon from multiple perspectives (Yin, 2012, Andersson, 2000). This allows the 
study of diverse industries having firms with varied stakeholders and enables comparison 
across industries, across government control levels, and across dimensions. Informed by 
the literature on firm’s motivation to go green and characteristics of firms which are 
instrumental in inducing firm’s green initiatives (Gonzalez-Benito & Gonzalez-Benito, 
2006; Zeng & Eastin, 2007; Roberts, 2003), the position of this research is that these 
factors may or may not fully explain the motivation of why and how firms in China go 
green but serve as a basis for selection of firms for case study and discussion of 
motivation and green approaches in China for theoretical framework building.  
Given the above case study rational, a multiple number of cases are required to increase 
the possibility of the findings’ transferability, and in such ways as to demonstrate the 
impact of the firms’ features on their motivations to go green and their marketing 
approaches from as broad a perspective as possible. Seven firms of different sizes have 
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been selected, with different ownership, government control, green impact, geographic 
location, and from different industries at different positions in the value chain and on 
different levels of internationalization. Each firm has been chosen by replication logic 
rather than by sampling logic. The sample has been chosen because the features of the 
firms could be used for duplication and for producing contrasting results (Yin, 2012), 
rather than because of the firms are representative of any population (Chetty, 1996). Each 
case is looked upon as a separate entity, enabling unique patterns to emerge across cases 
(Eisenhardt, 1989). The selection criteria and characteristics of the chosen firms are 
summarized in Table 4.9. The justification of the case selection, key characteristics and 
brief profile of each case is presented in Chapter Four.  
3.4.3 DATA COLLECTION  
Any research method chosen has inherent flaws and the choice of that method limits the 
conclusions that can be drawn (Scandura & Williams, 2000). There is a requirement on 
the researcher to obtain corroborating evidence, using a variety of data collection 
techniques in order to achieve validity. Validity is the ability of the researcher (and the 
user of the research results) to extend the findings of a particular study beyond the 
specific individuals and setting in which the study occurred (Mertens, 1998, p. 254). 
Mixed techniques of data collection are a way of achieving this through triangulation. 
Triangulation is the use of different data collection techniques within one study in order 
to ensure that the data is telling the researcher what the researcher thinks it is telling her 
(Mason, 2002). Triangulation is not used in this research to judge the reliability of the 
research undertaken, but to support the internal validity and dependability of the research 
taken. From a pragmatism perspective, as is the case with this research, validity relies on 
being able to project the unique experiences and behaviour of individual firms onto 
generally applied experiences, and to the behaviour of the participants carrying out the 
role of decision maker within the overall context of the study. In line with this notion of 
internal validity, this research applies techniques in the form of interview, survey and 
analysis of documents for the purpose of triangulation.  
Dependability issues of validity relate to whether the results of the study are consistent 
with the data gathered and whether the processes used in the study are appropriate. In 
compliance with this aspect of validity, in this research the following steps have been 
taken. Firstly, standard data collection process has been followed for all seven interviews. 
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The process used is that of in-depth interviews in case study method. A brief summary of 
the data collection process is given in Table 3.2. Along with this is the adjustment of the 
survey instrument (Wong et al., 1996) to align it with the interview questions and the 
context of this research. Data from firms’ websites, internal documents, and printed 
marketing materials are used and referenced in the data analysis.  
The data for this research has a number of sources. The data which describes the firm’s 
profile has been obtained from each firm’s websites, annual reports, and reports from 
newspapers. The primary data demonstrating firms’ perceptions of green, influential 
shareholders and motivations, green approaches and practices has been obtained from 
interviews (see Appendix II). The data reflecting firms’ green marketing strategies and 
marketing practices as set out in Section 3.4.1 has been obtained through a survey, based 
on Wong et al.’s (1996) survey used in their study of the marketing strategies and market 
prospects for environmentally friendly consumer products in the UK, and customized for 
the purposes of this research. The questions are modified and adjusted to be understood 
by managers with broad management and specific marketing knowledge and experience 
so that the researcher can compare the responses to particular questions from managers or 
between different manager respondents from different firms (see Appendix III). Another 
purpose of the survey questionnaire is to clarify the data so as to reflect some of the 
complexity or depth of the respondent’s feelings and narrative descriptions within the 
constraints and limitations of interviews (Charmaz, 2006; Silverman, 2011). Ideally the 
questionnaire would be filled out by marketing managers, but as indicated in the 
explanation of the selection of general manager as interviewee in Section 3.4.3.1, due to 
the variance in firm ownership, size and organization structure and the powerful influence 
of the general manager, this may not be always possible. Taking up the concept of 
pragmatism and the flexibility it provides, the questionnaires can be filled out either by 
the general manager or marketing manager where appropriate and practical. 
The primary data coming from interviews and survey are supplemented by data from 
various sources: newspapers, firms’ homepages, annual reports, achievement profiles 
reflecting firms’ R&D commitments and registered intellectual property rights (IPRs), 
certifications from various authorities and industry associations, and plant tour 
observations. These supplementary data sources are aimed at increasing the validity and 
reliability of the primary interview and survey data collected. Further to this, they take up 
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the concept of pragmatism and the culture dimensions of emic positioning; the researcher 
positions themselves as part of the data collection instrument. This means the data 
generated include the researcher’s position as a researcher, taking into account their 
background, experiences, and skills and understanding of the cultural norms, practices 
and context as part of the instrument for data generation. 
3.4.3.1 SELECTION OF INTERVIEWEES  
In the period June 2010 to June 2012, hour-long personal interviews were conducted with 
each firm’s general manager or founder, the person who would most likely have the most 
general understanding of the firm’s green motivations and greening approaches and 
would have the most influence on it. The research literature indicates that senior 
managers are the most likely targets of private and public political pressures, because of 
their influence on corporate strategy (Wright & Ferris, 1997), and are often faced with 
competing demands for time and resources from different stakeholders (Vinten, 2000). 
Senior managers may adopt corporate strategies in response to economic pressures even if 
those strategies may not always be in the best interests of environmental stakeholders 
(Carrigan, 1995). To investigate the perception and motivation of why firms go green, top 
management, particularly those who oversee both operations and marketing activities 
have been considered for the research design in the case study. As such a single decision 
maker who has influence and knowledge of the firm’s history was chosen with data from 
other managers as supplementary source where possible. This is considered the most 
appropriate choice because small to medium firms (even some large private firms) do not 
have specific marketing and operations departments in China. Given the variety of firms 
chosen for this research, a single decision maker from each case helps to increase the 
validity and consistency of the internal data collection for the studied cases. Indeed, in a 
typical collectivist culture, general managers exert strong and idiosyncratic managerial 
influence through the firm (Zhou, 2006). They seem to have an intrinsically adverse 
disposition to empowerment strategies for staff (Bae & Lawler, 2009). General Managers 
or CEOs or founders are considered the most suitable and knowledgeable person in 
relation to firm’s motivations, relationships with stakeholders and other key aspects of 
firms’ green approaches such as resource allocation and green marketing efforts for this 
research. A single decision maker or informant who has influence and knowledge of the 
firm’s history is often interviewed in international entrepreneurship studies (see for 
example Coviello & Jones, 2004). Using single interviews as well as or as an alternative 
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to a small number of cases is also a common feature in the literature on firms’ 
internationalization and networks (Carson & Coviello, 1996; Coviello & Martin, 1999; 
Coviello & Munro, 1997). Personal interviews were chosen in order to obtain a deeper 
commitment from the respondent, working on the principle that face-to-face contacts 
generally tend to reveal more detailed and extensive answers (Silverman, 2011). In 
addition, this method leaves greater opportunities to respond more freely to questions and 
to clarify the questions to participants, if necessary (Mason, 2002). The process used in 
the interview is summarized in Table 3.2.  
Table 3.2 Interview process 
Stage  Discussion in brief  
One  
To provide a basic overview of the research and concepts as the basis for respondent 
views.  
Two  
To obtain respondents’ own views about the general conceptualizations and perceptions 
of the value of green marketing vis-à-vis Chinese situation and orientation. .  
Three  
To obtain more detailed specific information from respondents in regard to how the 
particular concept relates (if at all) to the firm’s green motivation, key influential 
stakeholders and greening approach.  
Four  
To delve more deeply into issues that were raised in stage three and to introduce the 
survey questionnaire as the basis of the second part of the overall study, namely green 
marketing strategy on the basis of green marketing activities and approaches.  
 
The interviews were based on open-ended questions that revolve around the perceptions 
of green, key influential stakeholders to going green, green motivation, examples of green 
practices, marketing strategies, practices and challenges, as specified in the research 
design developed, and audiotaped. At the end of the interview, each respondent was 
invited to fill in the survey, which consists of a series of structured statements and 
questions that relate specifically to marketing strategic orientation and outcome, and 
practices on the basis of green marketing activities and approaches. Both the interviews 
and survey instruments were set up as a bilingual tool, in English and Mandarin. The 
survey instrument, originally in English, was translated into Mandarin by the researcher. 
The version in Mandarin was back translated by a senior Chinese scholar who obtained 
his doctoral degree from the United States and worked in Australian universities for a 
number of years. This back translation was independently checked and anomalies 
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resolved by the principal supervisor. This was done to ensure that there are no deviations 
in relation to language difference between the English and Chinese surveys.  
To collect data from the participants as effectively and efficiently as possible, the 
interviews were conducted in Chinese (all participants were Chinese even though one of 
them worked for a Japanese Joint-Venture firm). The textual data was transcribed and 
translated into English in the case writing. As a Chinese-native speaker, the researcher’s 
Chinese language skills help to ensure that the entire translation reflected precisely the 
original meaning expressed in the interviews.  
In addition to the interview data and survey questionnaire answers, relevant firm and 
industry information was collected and studied both before and after the interview. The 
interview data, survey questionnaire answers plus information obtained from other 
sources allow for data triangulation. The rationale for this is to minimize a possible 
weakness in data collection in using interview as a primary data collection technique, as 
warned by Mason (2002), Charmaz (2006) and Silverman (2011). Qualitative interviews 
are typically reliant on participants’ capacities to verbalize, interact, conceptualize and 
remember (Mason, 2002). To overcome the particular points of view from the participant 
and potential professional expectations about what an participant may consider what 
should be said (Charmaz, 2006), the corroboration of the survey results with the interview 
data and other firm and industry data are used to augment the validity and dependability 
of the findings (Silverman, 2011, Mason, 2002) as discussed above.  
Seven interviews were conducted in China. The researcher travelled to China twice and 
spent more than six months over two years in visiting and interviewing the selected firms, 
which are located in seven different parts of China. All participants were assured at the 
beginning of the interview that any information collected from them and on their firms 
would be strictly for research purposes only as required by the approved ethics 
application (see Appendix I). All interviews in all cases but one were conducted at the 
firms’ meeting room on site. The exception to this, Case FA’s interview, was conducted 
at one of the meeting rooms in the nearest hotel to the firm, where the researcher and 
local colleagues and the general manger of FA had a working lunch together before the 
interview was conducted. This is a common practice in China when hosting business 
visitors.  
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The initial interviews were broad in scope in an effort to obtain a general perception, 
expose a range of motivations, and identify themes. Each interview began by asking the 
managers their perceptions and understanding of green, green marketing and then asking 
them to give examples of the green initiatives that they had carried out or implemented in 
their firms. This was followed by asking who the key stakeholders influencing their 
decisions were and why the initiatives were adopted. To build internal validity, the 
researcher also probed inconsistencies in responses further (Yin, 2012; Eisenhardt & 
Graebner, 2007; Eisenhardt, 1989) wherever that was seen as necessary. The interviews 
then turned to ask about how the green initiative(s) are applied in the operational 
functions and then how they are marketed. The participants were also asked some 
additional questions, for example, probing the respondents further if they raised an 
interesting topic or if there was a need to clarify some answers to the interview questions. 
All the interviews were taped after obtaining the consent from the participants, 
subsequently transcribed and additional telephone interviews used to follow up or seek 
additional information during the case writing. Handwritten notes were also made during 
the interviews and transcribed to draw out the main points. In April 2012, all the 
participants received an email with a brief completed case writing about their companies. 
None of the participants questioned its accuracy or opposed its use in the research.  
3.4.4 CASES ANALYSIS 
The interviews are transcribed verbatim with follow-up telephone interviews and emails 
to elicit further information and for clarification of issues that emerge from the transcripts. 
Each transcript is read and re-read to tease out the emerging pattern on the research theme. 
Themes and categories are identified and defined along lines suggested by strategies of 
interpretative analysis for qualitative research (Silverman, 2011) in order to explore the 
social worlds that underpin each firm’s operation. Two general questions guide the 
repetitive reading: What is happening in the data, and what patterns are occurring through 
the transcript? The analysis of the data begins with a microscopic (sentence-to-sentence) 
examination of each interview (Strauss & Corbin, 1998). Notes are made in the margin of 
each transcript that identifies the main themes, sub-themes based on the terms used by the 
interviewing respondents as well as checking how the emerging concepts fit with the 
operating environment. Once the initial patterns emerge, a brief descriptive term or short 
sentence is used to capture and summarize the different dimensions of what the data 
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means in the case context. Exemplary data supporting the motivational dimensions or 
related concepts are provided in the writing up of each case. 
Key themes, sub-themes and differences on the motivations are tabled, compared and 
categorized in the cross-case analysis. Then, five categories emerge in the transcripts 
which are interpreted as motivations driving firms studied. As the five categories emerge, 
the researcher begins to scrutinize the CER model (Bansal & Roth, 2000) that is adopted 
in the conceptual framework. This allows a comparison to the theoretical motivational 
dimensions as identified in the literature in order to develop tighter categories as the 
analysis proceeds. Eventually four distinct categories, three of them with several sub-
subcategories, are developed. These motivational dimensions are descriptive rather than 
analytical. The categories of motivations which are grounded in the words, perceptions 
and actions of a set of senior managers in the Chinese context offers a plausible 
explanation of the phenomenon—that is green marketing in this research. 
Seven cases are developed out of the data generated by this research. In writing each case, 
the researcher also draws on the survey results and the marketing material (brochures, 
websites, newspaper, media advertisements) produced by the firms under study to 
generate relevant information about the product itself when constructing the firm’s profile. 
Each case is presented in an individual report, and all case reports are attached to this 
thesis in the form of a CD.  
Each case analysis report consists of four parts. The first part profiles the given firm, 
describing the features of the firm that are central to the key factors which stand out as the 
determinants of the firm’s environmental pro-activity. This is drawn from the literature on 
firms’ characteristics of environmental pro-activity. The second part relates to the firm’s 
perception of green, major environmental stakeholders and the motivation forces in 
relation to the manager’s perception. The third part relates to the green approach and the 
firm’s marketing configuration, which includes two subcomponents: the firm’s green 
marketing strategy; and the firm’s marketing practices. A discussion and analysis as well 
as conclusion are presented in the fourth part, which provides the bases for the findings 
and cross case analysis.  
Each case is written as a stand-alone study because it represents a case that is bounded 
and, given this, suitable for the exploration of green marketing in China. Further the 
intention is not to examine a particular case to understand other cases but rather to 
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understand each case individually (Stake, 1995). Information from the transcript of the 
interview and associated material are compiled to produce the case report. The findings in 
each report yields insights into the motivation and approaches of the firm under study in 
China’s green marketing environment. The writing up of each case enables the researcher 
to consider each firm’s motivation, the ways in which each identifies and defines key 
influential stakeholders and approaches to green marketing and marketing strategies. This 
allows for cross-case analysis to be conducted consistent with the case study method (Yin, 
2012). The summary findings related to all seven cases are presented in Section 5.3, while 
the analysis is conducted in Chapter Six.  
3.5 ETHICS CONSIDERATIONS 
All research activity is to follow ethics principles in its conduct (Commonwealth of 
Australia, 1999). The researcher conducts this research in a manner consistent with the 
principles of ethical conduct laid down in the National Statement on Ethical Conduct 
(Commonwealth of Australia, 1999) and acts with integrity and professionalism. Ethics 
clearance was first sought from the University of Ballarat’s Human Research Ethics 
Committee (see Appendix I). In accordance with required Ethics Committee procedure, a 
Plain Language Information Statement (PLIS) was given to the participants, and a signed 
informed consent form was obtained from them. This was to establish the researcher as 
being trustworthy to obtain the facts of various firms’ activities as experienced or 
perceived by the respondents. A commitment to the facts, openness, honesty and ethics 
underpins all processes and procedures in this research. The design and structure of this 
research aims to enhance validity through research strategies such as triangulation from 
mixed techniques of data collection and verification in the analysis stage.  
3.6 LIMITATIONS OF RESEARCH DESIGN 
The research design has a number of limitations, related mainly to the research method. 
As in any research based on case study method, outcomes from this research may not be 
generalizable to all firms going green in China. Rather, the findings are transferable to 
theory (Yin, 2012) in that theoretical propositions developed from the findings can be 
transferred to future specific case studies and also opens up the possibility to generalize 
broadly through additional research. A second potential limitation of the research is 
associated with data collection through interviews obtained only from the general 
manager. This reliance on a single informant’s perception and experiences creates 
potential informant bias or halo effect as they are chosen on the basis of their titles and 
experiences (Charmaz, 2006). A range of strategies of obtaining supplementary data as 
70 
outlined above was implemented to address this consideration, with every effort being 
made to ensure validation of the data and limitation of bias.  
3.7 SUMMARY 
The purpose of this chapter is to discuss philosophical issues and present the 
methodology that underpins the research, and to discuss research method and data 
collection techniques. The research is designed to explore underlying issues of why and 
how firms in China go green. Pragmatism is chosen, based on the researcher’s ontological 
and epistemological position, and provides a way of making sense of the research. A 
review of the literature indicates that limited research has been conducted into how and 
why firms go green in China. Issues and relationships surrounding these phenomena, over 
which the researcher has little or no control, remain unclear: hence, a qualitative approach 
through case study method is deemed appropriate and adopted to gain an in-depth 
understanding of what drives firms going green. This makes visible the key influential 
stakeholders within the firms’ cultural and social contexts, and then enables an 
exploration of the relationships between motivations to green approaches and marketing 
strategies. Chapter Four details the justification of each selected case and presents the 
features of selected seven cases.  
Content removed due to copyright restrictions
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APPENDIX II 
INTERVIEW QUESTIONS   访谈问题 
 
1. Please briefly introduce your firm’s size, ownership, number of employees, annual 
turnover and others. 
请您介绍一下贵公司的情况：企业规模, 员工数, 2011年的营业额, 企业的所有
制，历史荣誉等等． 
 
2. What’s your definition and perception of green and green marketing in China? What 
does this mean to your firm in a general manner and way? 
您对绿色是怎么理解的? 绿色对贵公司意味着什么? 绿色营销听说过吗? 您对此
有何了解? 
 
3. What are the major pressures on firms to deliver new green products/services in the 
last 5~8 years? Is there any particular stakeholder or stakeholders exert more 
influence to your firm? If so, how?  
在过去的 3年中及未来 3~5年中要求公司提供绿色产品/服务的主要压力和动力
来自哪里? 是否有利益相关方(或多个利益相关方)对贵公司施加有更多的影响? 
如果是这样, 它们是如何影响你们的?  
 
4. Have you noticed any changes in the extent of pressure on your firms to deliver green 
products or services in the last 5~8 years compared with your competitors in the same 
industry? How do you respond to your perceived green pressures?  
与你的竞争对手相比,在过去的 5~8年中提供绿色产品或服务的压力有变化吗? 
贵公司是怎样应对所察觉的绿色压力的? 
 
5. What are some other aspects in which motivate your firm going green? 
在目前的市场经营中, 贵公司走绿色之路的动机/原因还有哪些? 
 
6. How do you perceive government regulation in your firm’s green initiatives? 
 您是如何看待政府的作用/影响对贵公司的绿色举措的影响? 
 
7. Since when have your started to go green? Can you give me an example of your 
firm’s green initiatives adopted? How did you execute in your firm? Are there any 
other green initiatives that your firm has adopted or plan to introduce in the next 
years? 请简单介绍一下贵公司具体是从什么时候, 怎样实行绿色经营的? 在日常
经营中, 贵公司是如何将 ‘绿色’贯贯彻落实到各个部门中去的? 能否举个绿色环
保举措的例子? 是否还有其他已经采用或计划在下一年内进行的其他绿色措
施？ 
 
8. What are your firm’s marketing objectives for your green products or services? Who 
are your targeted customers?  
贵公司的绿色产品或服务的的营销目标是什么？主要针对哪些个客户群 (市场定
位)? 
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9. How do you market your products/services? What strategy do you use to market your 
green initiatives, and have those strategies been successful in increasing market share, 
profits or some other criteria? 
能否介绍一下贵公司是用什么策略来营销你们的绿色服务/产品的? 这些策略在
提高市场份额,利润额或其他企业目标方面是否成功？ 
 
10. How well do you think your competitor/s green marketing performance? In your 
opinion what is the future trends and challenges in adopting green in your industry? 
您觉得您的竞争对手(们)的绿色营销业绩如何？能否谈一下您对本行业未来绿
色之路的挑战和趋势? 
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APPENDIX III  
Questionnaires: 问卷调查 
 
1. How well do the following describe your firm’s response to demands for green 
products and services? 下述那种描述对本公司回应对绿色产品或服务的需求更准
确? 
 
a. Capitalized on emerging trends and led in introducing new green technologies and 
products. 利用新兴起的消费趋势, 顺势利导, 介绍绿色新技术. 
b. Followed regulations and rapidly responded by supplying new green products. 遵
循政策要求,迅速提供绿色新技术以作回应. 
c. Adopted a ‘wait-and-see’ policy and then responded to demand. 先采取观望政策, 
后视需求再作响应. 
d. Stance was definitely reactive: merely responded to regulatory guidelines. 立场绝
对是被动的, 仅响应政策法规的约定. 
e. Others, please state______________其他, 请解释_______ 
 
 
2. Marketing objectives for green products-the following statements describe the 
company to a large extent. 下述对绿色产品营销目标的描述, 哪一种对本公司的描写
更贴切? 
 
a. Aggressive growth to dominate sector 积极行动,迅速扩张, 当产品行业老大 
b. Achieve healthy growth in sector 实现在该行业中健康成长 
c. Maintain steady growth in sector 维持稳定增长 
d. Prevent company’s decline-we must introduce greener products. 防止企业走下坡
路, 必须引入绿色产品. 
e. A question of survival-we must offer green technologies to survive. 企业存亡问
题, 必须提供绿色技术,否则难以生存. 
f. Others, please state_________其他, 请解释__________. 
 
3. Strategies firms use to stimulate primary demand for green products/services 企
业用来刺激绿色产品/服务基本需求的策略是: 
 
a. Ensure supply of green products.保证绿色产品的供给 
b. Offering improvements in performance of green products.提高绿色产品的性能 
c. Offering green technologies and green processes with improved quality relative to 
conventional technologies. 通过提供绿色技术和绿色加工过程提高绿色技术相
对于传统技术的质量. 
d. Heavy promotions on green are used.  大量宣传. 
e. Reply on effective brand positioning and public relations to stimulate demand. 依
靠有效品牌定位, 得力的公共关系,刺激需求. 
f. Others, please state_____________.其他, 请解释_______ 
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Marketing-mix policies 四大市场销售策略 
 
4. Product policy: emphasis on product performance产品政策: 强调产品性能 
 
a. Based on our experience with marketing green products, product performance 
plays a key role in influencing purchases. 根据我们销售绿色产品的经验, 产品
的性能对影响购买起关键作用. 
b. In the future customer’s perceptions of green product performance relative to 
conventional technologies will influence product acceptance. 将来顾客对绿色产
品性能相对于传统技术的感性认识将影响顾客对绿色产品的接受度. 
c. In our opinion, currently available green technologies match consumers’ 
expectation of product performance/quality. 在我们看来, 目前的绿色技术与消
费者所追求的产品性能/质量相一致. 
d. Others, please state______________其他, 请解释_______ 
 
 
5. Product policy: commitment to R&D relating to green products产品政策: 研发绿
色技术的重视程度 
 
a. It is at the top of the R&D agenda 是研发日程表上的首要任务 
b. We are committed to be industry leaders on this front 我们致力于成为该行业的
龙头. 
c. We dedicated a high proportion of total R&D to more incremental 
environmentally-friendly innovations. 我们将研发的很大部分专用于逐步研发
环保创新产品. 
d. We are constrained by resources and so develop new green technologies so as to 
comply with regulations only where absolutely necessary.受资源限制, 我们研发
绿色技术仅限于政策规定的必须达到的技术. 
e. Others, please state______________其他, 请解释_______ 
 
6. Pricing policies: key considerations in pricing green products 定价关键考虑因素. 
 
a. Low or penetration pricing to build market share 市场渗透定价, 争取市场份额. 
b. The need to recuperate R&D investment 取脂定价, 回收研发成本 
c. Competitors’ prices influence what we can charge 竞争定价 
d. Good opportunities for premium pricing as target market segment will bear this 认
知价值定价 
e. High price due to ‘niche’ opportunity “缝隙”市场定价 
f. The target market is price sensitive so high prices will affect uptake of green 
products. 目标市场对价格敏感, 价格过高会影响绿色产品的接受能力. 
g. Others, please state______________其他, 请解释_______ 
 
7. Promotions policy: promotional budget and targets 促销预算与目标 
 
a. We actively promote our green products 我们积极促销我们的绿色产品 
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b. The promotions budget spent is higher for green technologies/products than 
conventional or non-green technologies/products. 绿色技术/产品的促销预算高
于传统技术/产品的促销预算. 
c. Promotions efforts are primarily targeted at end-users. 促销的诉求对象主要针对
目标终端用户. 
d. Promotions are primarily targeted at distribution channels/intermediaries. 促销的
诉求对象主要针对销售渠道/中间商. 
e. Others, please state______________其他, 请解释_______ 
 
8. Promotions tools used by the firm to create awareness of green 
technologies/products  说服目标顾客和公众的促销工具 
 
a. Publicity and PR 公共宣传 
b. Mass advertising 媒体广告 
c. Sales promotions 销售促销 
d. Personal selling  人员推广 
e. Others, please state______________其他, 请解释_______ 
 
9. Promotions: managers’ perception of effectiveness of tools used 管理人员认为有
效的促销工具.  
a. Publicity and PR公共宣传        
b. Mass advertising  媒体广告              
c. Sales promotions销售促销                
d. Personal selling  人员推广                 
e. Others, please state______________其他, 请解释_______ 
 
10. Distribution policy: 分销渠道: key consideration in selecting distribution 
channel选择分销渠道的关键因素 
a. Nature of the product (size, perishability, merchandising etc) 产品特性(尺寸,易
腐性, 经销性 等等) 
b. Convenience to end-users (方便顾客) 
c. Cost of channel selection (分销渠道的成本) 
d. Controllability of distributors to the firms (公司对分销商的控制) 
e. Objectives of the firm(公司的经营目标) 
f. Others, please state______________其他, 请解释_______ 
 
11. Distribution channels and outlets: key concerns 分销渠道与行销商店: 关键因素 
 
a. Distribution outlets generally influence the availability of new green 
technologies/products to consumers.分销商店一般说来影响顾客买的到买不到
新绿色技术/产品 
b. Channel acceptance of new green technologies/products is the key to securing 
required distribution for these technologies/products. 分销商对绿色技术/产品的
接受程度是获取必需分销渠道的关键. 
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c. Meeting retailer/dealer ROI targets is key in securing required distribution for 
those technologies/products.满足零售商/经销商的投资回报率是获取必需分销
渠道的关键. 
12. Channel length渠道长度 Channel length used by firms 企业使用的渠道长度 
a. Direct sale. 直销 
b. One Channel member 一层销售渠道 
c. More than one Channel member 两层以上销售渠道 
d. Good dealer/retailer margins are important in securing required distribution for 
new green technologies. 生产企业能为零售商/经销商提供一个好的利润对获
取必需分销渠道很重要. 
e. Perceived consumer pull is important in achieving required distribution for new 
green technologies/products.消费者的需求拉动对获取必需分销渠道很重要 
f. Others, please state______________其他, 请解释_______ 
 
13. Future trends in and barriers to the adoption of green consumer products绿色
消费品的发展趋势与障碍 
 
a. Government regulation will facilitate wholesale consumer conversion to green 
technologies. 政府干预有助于整体消费者转向绿色技术 
b. Demand for green technologies in our industry will increase slowly. 我们本行业
对绿色技术的需求将会缓慢增加. 
c. Green consumerism is expected to intensify in the next five years, so the diffusion 
of green products/technologies will increase. 绿色消费在 5年内会加剧,因此绿
色产品/技术的渗透会增加. 
d. Relative performance/quality of green versus conventional products/technologies 
is an important barrier. 绿色产品/技术与传统产品/技术的相对性能/质量是重
要障碍. 
e. Consumer scepticism about performance of green products/technologies. 消费者
对绿色产品/技术性能的质疑是阻碍其发展的主要障碍. 
f. Others, please state______________其他, 请解释_______ 
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APPENDIX IV 
Survey results from case A-G on green strategy and green practices 
Questions Firms 
FA FB FC FD FE FF FG 
Q1. How well do the following describe your firm’s response 
to demands for green products, services or processes? 
a. Capitalized on emerging trends and led to introducing 
new green technologies and products.  
b. Followed regulations and rapidly responded by supplying 
new green products. 
c. Adopted a ‘wait-and-see’ policy and then responded to 
demand. 
d. Stance was definitely reactive: merely responded to 
regulatory guidelines. 
e. Others, please state___________ 
 
a, 
b. 
a. a, b. c. b. c. a, b. 
Q2.  Marketing objectives for green products/processes-the 
following statements describe the company to a large extent. 
a. Aggressive growth to dominate sector. 
b. Achieve healthy growth in sector. 
c. Maintain steady growth in sector. 
d. Prevent company’s decline-we must introduce greener 
products. 
e. A question of survival-we must offer green technologies 
to survive. 
f. Others, please state___________ 
a, 
b, 
c. 
b. a. d. c. b. a, b, c. 
Q3. Strategies firms use to stimulate primary demand for 
green products/services or green processes. 
a. Ensure supply of green products. 
b, 
c, 
e. 
c. b, c. b, c, 
e. 
e. e. b, c, e. 
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b. Offering improvements in performance of green products. 
c. Offering green technologies and green processes with 
improved quality relative to conventional technologies. 
d. Heavy promotions on green are used 
e. Reply on effective brand positioning and public relations 
to stimulate demand. 
f. Others, please state____________ 
Marketing-mix policies    
 
      
Q4. Product policy: emphasis on product performance 
a. Based on our experience with marketing green products, 
product performance plays a key role in influencing 
purchases. 
b. In the future customer’s perceptions of green product 
performance relative to conventional technologies will 
influence product acceptance. 
c. In our opinion, currently available green technologies 
match consumers’ expectation of product 
performance/quality. 
d. Others, please state____________ 
 
a, 
c. 
 
c. 
 
a. 
 
a. 
 
c. 
 
b. 
 
a. 
Q5. Product policy: commitment to R&D relating to green 
products. 
a. It is at the top of the R&D agenda  
b. We are committed to be industry leaders on this front. 
c. We dedicated a high proportion of total R&D to more 
incremental environmentally-friendly innovations.   
d. We are constrained by resources and so develop new 
green technologies so as to comply with regulations only 
where absolutely necessary. 
e. Others, please state____________ 
a, 
b, 
c. 
c, 
a 
a. d. c. d. a, b, c. 
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Q6.  Pricing policies: key considerations in pricing green 
products. 
a. Low or penetration pricing to build market share. 
b. The need to recuperate R&D investment. 
c. Competitors’ prices influence what we can charge. 
d. Good opportunities for premium pricing as target market 
segment will bear this. 
e. High price due to ‘niche’ opportunity. 
f. The target market is price sensitive so high prices will 
affect uptake of green products. 
g. Others, please state____________ 
d. c. f. a, f. c. f. c, d. 
Q7.  Promotions policy: promotional budget and targets. 
a. We actively promote our green products. 
b. The promotions budget spent is higher for green 
technologies/products than conventional or non-green 
technologies/products. 
c. Promotions efforts are primarily targeted at end-users. 
d. Promotions are primarily targeted at distribution 
channels/intermediaries. 
e. Others, please state____________ 
a, 
b, 
c. 
a, 
b. 
a, b, c. b. c. d. a. a, c. 
Q8.  Promotions tools used by the firm to create awareness of 
green technologies/products. 
a. Publicity and PR 
b. Mass advertising 
c. Sales promotions 
d. Personal selling   
e. Others, please state____________ 
b, 
c, 
d. 
d. a, c, d. a, b, 
c, d. 
a, 
b. 
a, 
c, 
d. 
a, b. 
Q9.  Promotions: managers’ perception of effectiveness of 
tools. 
a. Publicity and PR. 
b. Mass advertising. 
a, 
c. 
a. a. 
project  
demonstration 
c. b. c. a, & 
spot 
demonstration 
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c. Sales promotions. 
d. Personal selling. 
e. Others, please state____________ 
Q10.  Distribution policy: key consideration in selecting 
distribution channel. 
a. Nature of the product (size, perishability, merchandising 
etc). 
b. Convenience to end-users. 
c. Cost of channel selection. 
d. Controllability of distributors to the firms. 
e. Objectives of the firm.  
f. Others, please state____________ 
b, 
e. 
b. b, e. c, d. c, 
d. 
a. c, d. 
Q11.  Distribution channels and outlets: key concerns. 
a. Distribution outlets generally influence the availability of 
new green technologies/products to consumers. 
b. Channel acceptance of new green technologies/products 
is the key to securing required distribution for these 
technologies/products. 
c. Meeting retailer/dealer ROI targets is key in securing 
required distribution for those technologies/products. 
d. Others, please state____________ 
c. b. c. c. c. b. c,  
Q12. Channel length: Channel length used by firms  
a. Direct sale. 
b. One Channel member. 
c. More than one Channel member. 
d. Good dealer/retailer margins are important in securing 
required distribution for new green technologies. 
e. Perceived consumer pull is important in achieving 
required distribution for new green technologies/products. 
f. Others, please state____________ 
a, 
c, 
d. 
a. a, b. c. d. b, 
d. 
a, d. 
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Q13. Future trends in and barriers to the adoption of green 
consumer products. 
a. Government regulation will facilitate wholesale consumer 
conversion to green technologies. 
b. Demand for green technologies in our industry will 
increase slowly. 
c. Green consumerism is expected to intensify in the next 
five years, so the diffusion of green products/technologies 
will increase. 
d. Relative performance/quality of green versus 
conventional products/technologies is an important 
barrier. 
e. Consumer scepticism about performance of green 
products/technologies. 
f. Others, please state____________ 
a, 
c. 
c. a, c, d, e. 
Technology advantage is an 
important factor for its 
initiatives. 
a, c. a. c. a, c. 
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